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For a period of forty-eight hours in every week, from Saturday 
to Monday night, 


THE INDIANAPOLIS STAR 


Offers the only Indianapolis newspaper obtainable for a population 
of 225,000 and a tributary population of nearly 200,000 more. This 
is accounted for by the fact that THE STAR is the only morning 
and Sunday paper published in Indianapolis. 

Isn’t it reasonable to suppose that a public that must depend 
on one paper for its news two days in the week will take that 
same paper the other five days ? 


The Star’s Circulation 
Of Over 90,000 Daily 


Proves that they do take it every day in the week. 


ADVERTISING GAINS OF 75,011 LINES 


For the month of April, 1906, and 


196,574 LINES 


For the first four months ‘of 1906 proves that advertisers, both 
local and foreign, believe they read it. 

What The Indianapolis Star is to Indiana’s capital, The Muncie 
Star, with 27,000 daily circulation, and The Terre Haute Star, with 
20,000 daily circulation, are to the next two best towns in Indiana. 

The three papers make up The Star League, and cover prac- 
tically one-third of the homes of the entire State. 





























GENERAL OFFICES OF THE STAR LEAGUE, 
Star Building, Indianapolis, Ind. 


C. J. BILLSON; Tribune Bldg., N. Y. City, Eastern Rep. 
JOHN GLASS, Boyce Bldg., Chicago, Western Rep. 
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Big Returns from Big Space 


A Lesson to Advertisers 


y February, 1906, The Ready-To-Make Garment 
Company used a 4-page, full-colored inset in THE 
BUTTERICK TRIO to tell the women of this country 
about the excellence and economy of Ready-To-Make 
Garments. Following are the stupendous results of 
this single advertisement: inquiries from consumers, 
nearly 100,000; direct orders from the trade, over 
$60,000. There’s a lesson here for you—perhaps a 
most profitable one. The very reasons why the manufac- 
turers of Ready-To-Make-Garments concentrated their 
advertising campaign in large space in THE BUTTERICK 
TRIO may just hit you and your product. The results 
leave no doubt but that this is the most economical and 
efficient policy of advertising. First of all you have in 


The Butterick Trio 


‘ The Delineator—The Designer—The New Idea Woman’s Magazine 





the best possible introduction to the women of the en- 
tire Nation. You are not only appealing to the needs 
of 1,500,000 women, but also to the needs of their 
families. If you use THE BUTTERICK TRIO alone, or 
as the backbone of your campaign, you have little or no 
duplication. If you use large space in THE BUTTERICK 
TrIo you have a leverage upon both consumer and 
dealer which they simply cannot get away from. It 
pays to concentrate now-a-days. 100,000 consumers’ 
inquiries—$60,000 worth of trade orders would seem 
to prove it. You, too, can enjoy the big economies, 
the big profits of this kind of advertising, whether your 
appropriation is large or small. Just talk it over with 
a Butterick Representative. 












RALPH TILTON 
Manager of Advertising 
W. H. BLACK Butterick Building, New York 


Western Advertising Manager 


Chicago, Illinois 
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SOME ECONOMICAL BOND 
ADVERTISING. 


$12,000 IN THE MAGAZINES IN ONE 

YEAR SOLD $250,000 IN BONDS FOR 

THE AMERICAN REAL ESTATE COM- 

PANY—ADVERTISING THAT PRE- 

SEKVES FINANCIAL TRADITIONS, 

YET REACHES THE WIDER PUBLIC 

—RESIRICTIONS PUT ON INVEST- 

MENT ADVERTISING BY SOME MAG— 

AZINES. 

The American Real Estate Com- 
pany, of New York City, is a corpora- 
tion organized to operate in real estate. 
It has been in existence since 1888, 
buying realty in Greater New York, 
improving, and either selling at a profit 
or holding for rental income. It was 
the first realty corporation to enter this 
field, being organized under the laws 
of Rhode Island, at a time when cor- 
porations in New York State were for- 
bidden tohold realty. Since the latter 
restriction was removed, some years 
ago, many similar companies have en- 
tered the field. The American Real 
Estate Company has’ steadily adhered 
to properties along the great north and 
south rapid transit lines, and has oper- 
ated so wisely that to-day, from an 
original capital of $100,000, it is in 
possession of assets of eight and a 
third millions of dollars. “Buy at 
the fringe and wait” was old John 
Jacob Astor’s motto, and this the com- 
pany has followed. Before the sub- 
way was planned it had acquired six 
miles of frontage in lots along the 
route that was afterwards approved, 
and its holdings to-day include fine 
properties as far north as Yonkers, It 
operates its own engineering and build- 
ing departments, and is entirely what 
its name implies—a corporation oper- 
ating in real estate. 

When the company was first organ- 
ized it attracted capital for its oper- 
atiors by issuing certificates to in- 
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vestors, these participating in profits. 
Lately another plan of obtaining capi- 
tal has been substituted—that of sell- 
ing bonds secured by its realty hold- 
ings. These bonds are of two kinds. 
One is a coupon bond, purchasable at 
par in multiples of $100 and bearing 
six per cent interest for ten years. The 
other is an accumulative bond bearing 
the same rate of interest, but arranged 
so that small investors may buy it on 
installments, completing payments in 
ten, fifteen or twenty years, paying an- 
nually, semi-annually or quarterly. A 
$1,000 bond of this accumulative type, 
for example, can be purchased in ten 
years by annual payments of $71.57. 
When the investor has paid in $715.70 
at the end of ten years his bond ma- 
tures and he gets $1,000 for it. 

These bonds immediately gave the 
company an attractive investment se- 
curity to sell as a side issue toits realty 
business, for, besides bearing six per 
cent, they are secured by New York 
realty. The latter is pretty good se- 
curity. It is said that the tax asses- 
sors’ records in New York City for the 
past fifty years show an average in- 
crease in land values of over six per 
cent yearly in each decade, including 
those decades in which the worst finan- 
cial panics have occurred. 

As a proposition, these bonds were 
so attractive that the company was 
often urged to advertise them. Some- 
times an advertising “ expert” got into 
the officers’ rooms and chided them 
for conservatism, and occasionally the 
officers themselves discussed the ad- 
visability of advertising their bonds. 
But the company is conservative and 
has such connections in the best finan- 
cial circles that anything approaching 
advertising seemed pretty radical. Two 
years ago, though, Francis H. Sisson, 
the assistant secretary, was instructed 
to experiment with publicity and took 
advice from competent advertising 
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men. Mr. Sisson was formerly a news- of gold to catch the eye. Of a con- 
paper man and has had both writing servative bond advertisement, ‘prob- 
and publishing experience. Still, he ably, they had no clear conception. 
was a bit dubious. When the out-of- Nor had Mr. Sisson at that time. 

town agents of the companyheard that One of hisadvisers—and a good one 
it proposed to begin advertising they —favored a campaign that would at- 
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ONEY saved ismoney earned. Money invested is money 
carning. Money saved systematically ard invested 
wisely will ensure a competence in proportion to the 

a amount saved. If you have surplus savings to place for im- 

; mediate income or desire a safe and profitable channel for 

systematic saving, we ask you to consider the unusual advantages afforded by 

A-R-E Six’s, which are issued in either of the following forms: 


A-R-E 64 Coupon Bonds 


Sor income investmeni—purchasable at par in multiples of $100; interest payable 








r semi-annually by coupons attached; maturing in ten years and meanwhile sub- 
(a ject to withdrawal on interest dates after two years. 
a 


2 AR-E 64 Accumulative Bonds 

rd for income funding-—purchasable on instalments during 10, 15 or 20 years 
and enabling the person without capital available for income investment to 
accumulate a definite capital in a given time by simply investing each year 
the equivalent of an ordinary interest on the amount desired. This form 
also carries cash values after two years. 


Bllustration 
A $1000 Bond, payable in cash at maturity, costs : 

























$71.57 yearly, $18.30 quarterly or $6.13 monthly, for-10 years,—total, $715.70 
$4053." Sloe — 2S ae 7.95 
$25.65 “ ,$ 6.56 ad 2.20 x ae “ $513.00 


Take life insurance for protection, use the banks for short time sav- 
ings, but invest in business for business profits. In purchasing A-R-E. 
Six’s you not only invest your money in business, but in that one busi- 
ness which stands alone as the safest and most profitable in which 
money can be engaged—the ownership of New York real estate— 
and thus share, to the extent of 6 per cent., in the assured profits of ti 

an established Company with ample resources, large experience and 
nearly two decades of uninterrupted success back of it. 
At the end of 18 ycars’ business the Company's Assets of 
$8,364,909.97, including .a Surplus of $1,185,047.03 rep- 
rc ting profits accumul in excess of interest on bonds, divi- 
‘;  dends and fixed charges, fully establishes its exceptional earning 
power and evidences the conservatism of its 6 per cent. rate. 
We offer you the advantage of investment with us in this 
best of all securities. Write to-day and let us send you literature 
giving full information conceming our Bonds and the business 
upon which they are based, including a map of New York 
showing the location of our extensive properties, 


*, American Real Estate Company | 
a 715 Dun Building, 200 Broadway, New Pork & 


Directors 
EDWIN K. MARTIN, President 
DYER B. HOLMES, Vice-Pree @ Treas, 
EDWARD B. BOYNTON, 24 Vice-Pres. 
B. HINCKLEY, Secretary 
‘WILLIAM H. CHICKERING 
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the project be abandoned, What the 
word “advertising” meant to them, 
doubtless, was large spreads in maga- 
zines in two colors, with a border of 


$$$$$8$8$ marks and pictures of bags 




















were alarmed and wrote advising that tract attention from the start. Another 


security house was just then using full 
pages in the magazines in rather a sen- 
sational style, and this adviser thought 
the American Real Estate Company’s 
proposition would stand little chance 
(Continued on page 6), 








PRINTERS’ INK. 

















REG. U. &. PAT. OFF. 


FOUNDED A. D. 1728 


There is no proof quite so convincing as a 
concrete fact. 3x 3=9 is a perfectly correct state- 
ment, but the learner is a good deal surer of it by 
receiving three lots of three apples each than by 
a year and a minute of argument. 


We can demonstrate logically that the Sarur- 
pay Eveninc Post ought to sell goods—that it 
ought to be a business builder. But what we 
prefer is to take the doubting Thomas, whether 
he comes from Missouri or not, and show him 
that it Zas built up businesses and that it does sell 
goods.. No theory here—nothing but facts. 


50,000 cach week. 
> ae 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK CHICAGO BOSTON BUFFALO 
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for a hearing unless it were placed be- 
fore the public as boldly. Mr. Sisson, 
on the other hand, was afraid that too 
much attention might be attracted in 
the beginning and advocated advertis- 
ing that would, while telling the com- 
pany’s story fully, have as little of the 
“hurrah ’ element as possible. On 
the principle that the business of sell- 
ing bonds is deliberate, he thought it 
might be even a happy circumstance if 
the advertising escaped wide notice 
for a year or so. 

A start was made with a full page in 
the Review of Reviews. No striking 
catchline headed this ad, and its text 
was chiefly a prospectus of the com- 
pany’s two kinds of bonds. But it 
differed from all previous bond adver- 
tising in the amount of information 
given, departing from the usual card 
style that had done duty for invest- 
ment houses in the magazines, while 
something of the character of a bond 
was given the advertisement by put- 
ting around ita lathework border of 


the sort engraved on securities. This 
announcement reassured everybody 
connected with the company. The 


foundations of the deep were not 
shaken by it, so a few other magazines 
were added, What mediums to choose 
was a delicate question. Magazines 
untainted by questionable investment 
advertising are not so many as they 
might be. The list was extended, 
though, to the Worid’s Work, Mc- 
Clure’s, Outlook, Literary Digest, Ev- 
erybody’s, Saturday Evening Post and 
Collier's. In some cases the maga- 
zines exercised as much care in accept- 
ing this advertising as Mr. Sisson did 
in choosing them. The Oxtlook, for 
instance, would take the business only 
after the company had secured from 
its banks of deposit letters testifying 
to the soundness of the investment 
and offering to buy the bonds of any 
reader, or to loan money upon them. 

Since then thts advertising has run 
steadily upon a carefully planned 
schedule. Insertions, while not fre- 
quent, are regular, and always full 
pages. January and July are the most 
active seasons, and two years’ experi- 
ence has developed new ideas as to 
methods. 

“ We now have better ideas of the 
people we want to reach,” said Mr. 
Sisson, the other day. “One produc- 
tive class is found among savings bank 
depositors. Our bonds are necessarily 


securities for the man or woman who 
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can put away moderate sums for a 
term of years. The savings banks have 
many such people, and six per cent 
makes¢an attractive proposition with 
which to win them over. We have 
demonstrated in copy that a bank must 
invest in quick assets and can therefore 
pay only the interest that may be 
earned by investments which can be 
turned quickly, whereas our realty 
bonds are a slow asset and pay a cor- 
responding rate of interest. In invest- 
ing with us they also cut out the mid- 
dleman—the bank. 

‘*The professional classes are also 
ready purchasers of bonds—physicians, 
educators, clergymen and others who 
wish to put savings in a good security, 
yet have not a technical knowledge of 
different classes of investments. Quite 
a few business men are interested, and 
buy these bonds to form a reserve, or 
nest-egg, apart from more active in- 
vestments or speculations. Army and 
navy Officers have proved to be an ex- 
cellent class where we could reach 
them, but seem to read few periodi- 
cals, and to live in an isolated world 
of their own. The recent investiga- 
tion of life insurance has furnished a 
new class of investors among those 
who had been purchasing endowment 
insurance. Developments in the in- 
quiry have overthrown the popular 
notion that life insurance is a good in- 
vestment. Men now buy it for pro- 
tection alone, and we readily interest 
them in our six per cent accumulative 
bond. It makes a fine showing in 
contrast with endowment insurance, 
for while a twenty-year endowment 
policy at thirty-one years of age carries 
an annual premium of about $50 per 
$1,000, or a total of $1,000 in twenty 
years, one of our accumulative twenty- 
year bonds costs only about half as 
much—a yearly premium of $25.65, or 
$513 in twenty years. ‘Ihere are no 
restrictions of age, either, and no 
physical requirements or examination, 
Army and navy officers are among the 
heaviest purchasers of life insurance, 
perhaps because they are seldom ap- 
proached with other investments.”’ 

‘Have you tried to reach profes- 
sional men through their own papers, 
Mr. Sisson? It would seem that the 
doctors could be reached directly and 
cheaply through medical journals.’’ 

‘‘They might be, theoretically. 
But we find that professional men read 
the magazines, and believe they are in- 
clined to place more reliance upon ad- 
(Continued on page 8.) 
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MAN 
WANTED 


Advertiser has just patent- 
ed a new machine for labeling 
tin cans automatically. It 
operates without power, lab- 
eling five to ten thousand cans 
per hour. Every canning es- 
tablishment in the country 
will welcome this machine. 
It pays for itself in thirty 
days. It was invented to sup- 
ply a particular need in the 
canning industry and does it. 
My opinion is that: three thou- 
sand at least can be placed at 
a profit of one hundred dollars 
each (or more). Price will not 
stand in the way of selling 
them. They are indispens- 
able. Being engaged in other 
business I do not want or feel 
competent to place this ma- 
chine on the market. Will 
either sell patents outright 
for cash (cheap) or will ar- 
range with party accustomed 
to placing labor-saving ma- 
chinery. This is a chance to 
make a lot of money. Appli- 
cants must furnish evidence 
of financial responsibility and 
competency to do justice to a 
proposition of this kind. It 
is no boy’s job. A_ business 
man of affairs can see plenty 
of money in it. Nobody else 
need apply. Address, in first 
instance, 

‘*PATENTEE,” 
Care Printers’ Jnk. 











The 
Washington 


Stars 


Growth in 
Advertising 


for APRIL 
Star2,800 2415 384 


(Evening and Sunday.) GAIN 


Post 2,004 2,096 92 Loss 
(Morning and Sunday.) 


Times !,584 1,605 19 Loss 


(Evening and Sunday.) 


The circulation of The 
Evening and Sunday Star is 
by far the largest, the best, 
and the only sworn circula- 
tion in Washington. The 
circulation of The Star daily 
and Sunday, delivered into 
the homes, is much greatér 
than the combined home cir- 
culation of the other papers. 

That this fact is recognized 
by both foreign and local ad- 
vertisers is shown by the 
above figures, which are 
strong testimony to The 
Star’s increased advertising 
value. 

The Evening Star alone 
gained more than 7 columns 
a day (or over a page a day) 
in advertising, and The Sun- 
day Star in five issues gained 
200 columns, a gain of nearly 
6 pages of advertising each 
issue. 

Special Representatives: 
DAN A. CARROLL, Tribune Bidg., N. Y. 
W. Y. PERRY, Tribune Building, Chicago. 
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for a hearing unless it were placed be- 
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on the other hand, was afraid that too 
much attention might be attracted in 
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the principle that the business of sell- 
ing bonds is deliberate, he thought it 
might be even a happy circumstance if 
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can put away moderate sums for a 
term of years. The savings banks have 
many such people, and six per cent 
makes*an attractive proposition with 
which to win them over. We have 
demonstrated in copy that a bank must 
invest in quick assets and can therefore 
pay only the interest that may be 
earned by investments which can be 
turned quickly, whereas our realty 
bonds are a slow asset and pay a cor- 
responding rate of interest. In invest- 
ing with us they also cut out the mid- 
dleman—the bank. 

‘*The professional classes are also 
ready purchasers of bonds—physicians, 
educators, clergymen and others who 
wish to put savings in a good security, 
yet have not a technical knowledge of 
different classes of investments. Quite 
a few business men are interested, and 
buy these bonds to form a reserve, or 
nest-egg, apart from more active in- 
vestments or speculations. Army and 
navy officers have proved to be an ex- 
cellent class where we could reach 
them, but seem to read few periodi- 
cals, and to live in an isolated world 
of their own. The recent investiga- 
tion of life insurance has furnished a 
new class of investors among those 
who had been purchasing endowment 
insurance. Developments in the in- 
quiry have overthrown the popular 
notion that life insurance is a good in- 
vestment. Men now buy it for pro- 
tection alone, and we readily interest 
them in our six per cent accumulative 
bond. It makes a fine showing in 
contrast with endowment insurance, 
for while a twenty-year endowment 
policy at thirty-one years of age carries 
an annual premium of about $50 per 
$1,000, or a total of $1,000 in twenty 
years, one of our accumulative twenty- 
year bonds costs only about half as 
much—a yearly premium of $25.65, or 
$513 in twenty years, ‘Ihere are no 
restrictions of age, either, and no 
physical requirements or examination. 
Army and navy officers are among the 
heaviest purchasers of life insurance, 
perhaps because they are seldom ap- 
proached with other investments.’’ 

‘‘Have you tried to reach profes- 
sional men through their own papers, 
Mr. Sisson? It would seem that the 
doctors could be reached directly and 
cheaply through medical journals.’’ 

‘*They might be, theoretically. 
But we find that professional men read 
the magazines, and believe they are in- 
clined to place more reliance upon ad- 
(Continued on page 8.) 
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WANTED 


Advertiser has just patent- 
ed a new machine for labeling 
tin cans automatically. It 
operates without power, lab- 
eling five to ten thousand cans 
per hour. Every canning es- 
tablishment in the country 
will welcome this machine. 
It pays for itself in thirty 
days. It was invented to sup- 
ply a particular need in the 
canning industry and does it. 
My opinion is that: three thou- 
sand at least can be placed at 
a profit of one hundred dollars 
each (or more). Price will not 
stand in the way of selling 
them. They are indispens- 
able. Being engaged in other 
business I do not want or feel 
competent to place this ma- 
chine on the market. Will 
either sell patents outright 
for cash (cheap) or will ar- 
range with party accustomed 
to placing labor-saving ma- 
chinery. This is a chance to 
make a lot of money. Appli- 
cants must furnish evidence 
of financial responsibility and 
competency to do justice to a 
proposition of this kind. It 
is no boy’s job. A business 
man of affairs can see plenty 
of money in it. Nobody else 
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by far the largest, the best, 
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That this fact is recognized 
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vertisers is shown by the 
above figures, which are 
strong testimony to The 
Star’s increased advertising 
value. 

The Evening Star alone 
gained more than 7 columns 
a day (or over a page a day) 
in advertising, and The Sun- 
day Star in five issues gained 
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6 pages of advertising each 
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vertising they find in them. The fact 
that certain of the magazines now ex- 
clude all questionable and speculative 
advertising has been directly beneficial 
tous. Readers are aware of this, and 
reply more readily, and put reliance 
upon our statements. The difference 
in the public’s attitude toward publi- 
cations that censor advertising has 
been shown by experiments in certain 
class journals, which proved unpro- 
ductive for us. As these journals un- 
questionably reach well-to-do readers, 
and have fairly large circulations, we 
are forced to the conclusion that their 
advertising columns are not trusted in 
anything so serious as money matters. 
A few of the religious journals have 
been productive, for example, but oth- 
ers have not. Some of the general 
magazines of highest quality have also 
been unproductive, but for a very dif- 
ferent reason. We find that they are 
read largely by persons who already 
have channels cf investment, and are 
therefore not open to a new one. 

‘“One surprising feature of the 
campaign has been the wide territory 
from which inquiries come. Not only 
have sales of our bonds been made in 
most of the States, but in Great Britain, 
European countries, South America 
and Japan. There is no question as 
to the popularity of the American 
magazine—it goes all over the world. 
In number, the inquiries have been 
large. But the proportion of sales to 
inquiries is small, The average pur- 
chase is fairly large—I should say in 
the neighborhood of $2,000. While 
vur accumulative bond is within the 
means of almost any one who could 
be called an investor, we find that the 
so-called small investor must be sought 
as a by-product of magazine advertis- 
ing. Without the large investor he 
would be unprofitable, because it costs 
just as much to sella $100 bond as a 
lot of $10,000—sometimes more. Yet 
when [I say this, I have in mind the 
fact that the so-called small investor 
may be a very valuable patron of the 
company in years to come. We can- 
not tell what even the smallest sale 
will ultimately lead to in future busi- 
ness. 

“To each inquirer we send three 
letters, with inclosures of literature. 
A reply to any of these causes the 
prospect to be transferred to a list that 
is followed up by personal correspon- 
dence. When no reply is received we 
put the name aside for future circular- 
izing. Many inquiries come from 
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territory where we have agents, in 
which case the inquirer is often visited 
in person. Acertain proportion of in- 
quiries come from women, and we 
make some sales to them. But the 
proportion is not large, 

‘**Sales are seldom made quickly. 
An inquirer wants time to think over 
our proposition, The quickest sale 
we have made through advertising was 
to aman who came into the office and 
said: ‘I have read your advertising, 
and looked you up, and you're all 
right; here’s $6,000, and I want you 
to send up bonds for it this afternoon 
to this address.’ In his case we did 
not even write a letter, Three days 
later he came in again and bought 
$3,000 worth additional. But few 
bond purchases are made so quickly. 
In purely speculative advertising, I am 
told, the best results are secured where 
the advertising urges readers to send 
to-day; do not wait; to-morrow will be 
too late to take advantage of this rare 
opportunity, and so forth. But the 
virtue of a bondis stability. Readers 
feel that we will be here next year, 
and five years from now. A man who 
sends for literature in July may be 
thinking of transferring his money 
next January, or waiting for the divis- 
ion of an estate, or be in any other of 
the many hundreds of positions that 
money to invest may put him. In 
January we get the largest returns 
from advertising, and the quickest 
sales, because dividends are being de- 
clared, interest paid, money shifted. 
But conservatism and patience are the 
keynotes of this publicity, I should 
not have considered it a reason for be- 
ing discouraged if our advertising ha 
at:racted but slight attention the first 
year. One of the happiest circum- 
stances of the campaign has been the 
number of friends made for the com- 
pany and the slight cost of establishing 
connections with investors that prob- 
ably have unlimited possibilities for 
future business. 

‘*During the first year we spent 
$12,000, and sold more than $250,000 
worth of bonds, At the time we be- 
gan there was some question as to 
whether we should emulate an invest- 
ment concern that was using the mag- 
azines heavily with copy of a véry 
popular style. We heard the other 
day that this concern spent al:out $15,- 
000 in the same period, and that its 
sales were only $25,000. This may 
be gossip, however. But if approxi- 
mately correct it certainly indorses 




















conservative financial copy. As an in- 
stance of how the right magazines can 
be made to pay, one of those on our 
list brought us last January, from $120 
worth of space, a volume of sales that 
earned over $500 in brokerage com- 
missions alone. This was an excep- 
tiorally good medium, however, and 
the result is that of the best month in 
the year, Our expenditure thus far 
has been relatively small — almost 
economical, This is due to the fact 
that we have been experimenting. A 
slow increase in expenditure will now 
be made. But expense has also been 
kept down by actual difficulty in find- 
ing good advertising mediums, There 
are not many pubiications that we can 
use. The best of the magazines seem 
to comprise our field. Those that have 
pulled best seem to be publications of 
moderate circulation rather than the 
more widely distributed periodicals. 
In the latter, with their far more cost- 
ly space, we have found the general 
average of results not so good. But 
occasionally one of them, turning up 
every class of people, has brought in 
an exceptionally large purchaser. 
Such a customer is to be regarded in 
the nature of a lucky strike, however. 
Pure chance brings him in, and it 
would not pay to count upon the lucky 
strike as a factor in results.”’ 

In later advertisements Mr. Sisson 
has adopted a conservative form of 
illustration, such as setting matter in 
a frame shaped like a keystone, sym- 
bolizing bonds as ‘t The Keystone to a 
Competence,” and so forth. Some 
good catch phrases have also been 
used, as ‘‘ The best security on earth 
is the earth itself.’’ Emphasis is laid 
on the company’s character as a realty 
corporation which sells bonds as a side 
issue, and one convincing argument is 
found in the statement that every pur- 
chase, sale and transfer in rea!ty is re- 
corded by the daily papers, so that the 
company’s transactions could be traced 
in the news columns if no formal 
statement were made—something not 
true of corporations in general. Among 
the effective literature that has been 
issued isa booklet reprinting the story 
of the Astor fortune from McClure’ s, 
April, 1905. The American Real Es- 
tate Company’s advertising is placed 
by the Ben B. Hampton Co., New 
York, Jas. H. COLiins, 

or ——___— 

TuE man who says what he thinks 
is never verbose.—Star Monthly So- 
licitor, : 
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“OWNER HAS NO FURTHER USE.” 
This notice appeared on the official 
bullet.n board at the College of Phy- 
sicians and Surgeons this week: 
FOR SALE. 
ARTICULATED SKELETON, $30. 

A widow who has lately lost her hus- 
band wishes to sell his skeleton which 
he used in his business. 

The notice bore the dean’s private 
stamp, without which no notice is al- 
lowed to appear on the bulletin board. 
—New York Sun. 


IN PHILADELPHIA. 
“The proposition that goes in Phila- 
delphia will go anywhere.” You have 
heard this in Chicago, New York, Bos- 


ton—everywhere. You have said it 
yourself. Philadelphia retail human 
nature is hard to move. Your Phil- 


adelphian does not jump at new things. 
You say he’s slow—slow to believe. Hot 
air can’t reach him. Generalities won’t 
loosen his purse-strings. He’s got to be 
convinced.—H. I, Ireland Advertising 
Agency, Philadelphia, 


= 





Taking into consider- 
ation the number of 
copies sold, the.char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
paper printed in boo German language on 





Circulation 149,281 


RATE 35 CENTS. 
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THE LATEST ADDITION. 


UA 
Onn 


rE EO 


On May 14, the publishers of the 
Atlanta, Ga., Chronicle sought and 
obtained admission to the famous 
group of newspapers known as 
the Star Galaxy. The certificate 
was issued on the same day. It 
may be of interest to state that, 
although the 1905 issue of Rowell’s 
American Newspaper Directory 
has appeared, Guarantee certifi- 


cates will be issued at any time. 


between now and the time of go- 
ing to press for the 1907 edition, 
to publishers deemed eligible for 
admission to the Star Galaxy. 
The following forty-nine peri- 
odicals have the Guarantee Star 
in 1906 edition of the Directory: 


UA 
rege 
TEED 


ILLINOIS. 
RIO ac cence. ..- Daily News. 





Chicago - Tribune. 
Chicago.... Record-Herald. 
Chicago . Examiner. 
Decatur .... Dailv Review. 
Decatur... . Herald. 
REP Rsatnaubsrncspxnwee Star 
INDIANA. 

Crawfordsville ........... ..... Journal. 

MINNESOTA. 
Minneapolis ........ Journal 
Minneapolis. . Tribune 





Minneapolis... ;Farm, Stock and Home. 





Minneapolis........Svenska Ameriskanka 
Posten. 

BE PRE Si winscacave Pioneer Press. 

Philadelphia Bulletin 

Philadelphia .. Press. 

Philadelphia .........++++.. Farm Journal, 

Pc obaanehesea «6005 Post. 

WERE TIBET. 65. 2.00550 .. Local News. 
NEW YORK. 

Broaklye ....sscccccessee Standard Union. 

New York City. pon ieh nee Printers’ Ink. 

NB B53 x60 eesa rns coe Evening News. 

Mount Vernon...... ....Argus. 

WO ccessesscssecccs .... Record, 
CALIFORNIA. 

rrr re Herald. 


COLORADO. 
SPOR W ET sia v's 00005000 c0ree coe 
CONNECTICUT. 
. Morning Telegram and Union, 


. Post, 


Bridgeport 
DISTRICT OF COLUMBIA. 
Washington...... . Evening Star. 
IOWA. 


Des Moines........ Successful Farming. 
Sioux City.......,.-. Tribune, 
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; MARYLAND, 
Baltimore..... pane! pee b eae oeeeeec OWS, 
MASSACHUSETTS, 

BONO ipa eancwsssus ee . Globe 
Brockton... ....Enterprise, 





MICHIGAN. 
..-.Morning Patriot. 
MISSOURI. 


FOUR ssivvsncascs , 





PRR INS TG aio sisscsvacesaeae ens soeeteahe 


NEBRASKA, 

olkane «+e++Daily Star. 

«State Journal and 
Evening News. 


Lincoln... . 
Lincoln.... 


NEW JERSEY. 
PRE GRAIN 55.5 sawn nieeaenknm ales Register 
OHIO 
Akron,..... cKsuoeiamuee Beacon Journal 
OREGON. 
Portiand......0+ ee Cs 


SOUTH CAROLINA, 








Columbia....... sasie 
ENNESSFE. 
Knoxville.......... Journal and Tribune, 
d VIRGINIA, 
Richmond......... . Times-Dispatch, 
: WASHINGTON. 
ES vapiewe vas baneoen Post-Intelligencer, 
! WISCONSIN, 

Milwaukee.... . Journal. 
Racine.......... Wisconsin Agriculturist. 
CANADA. 

| ee Star 
Montreal..........+...+1a Presse. 
Toronto ......+..+++++.Mail and Empire. 
Victoria......2.+00+00+.Colonist, 
—+~+___ 


_“Tue Story of Silverware,” is the 
title of a booklet written and published 


by Stuart Benson, for Wallace & 
Sons’ Manufacturing Company, silver- 
smiths, of Wallingford, Connecticut. 


The development of the silver industry 
is traced from the earliest times to our 
own day, and the pamphlet-is illustrat- 
ed with views of tableware manufactur- 
ed by the firm in whose interest the 
booklet is issued. Incidentally an ex- 
planation of the word “Sterling” is 
given. Sterling, in connection with 
silverware, means a composition consist- 
ing of 925 parts of pure silver to 75 
parts of + Mat There are still, in this 
country, some States that have no 
standard ‘Sterling’ law, but a move- 
ment is now on foot looking to the 
passage of a National statute that shall 
be binding on the whole country. 


—_+o+—_—_—. 


A BOOK now being advertised ex- 
tensively to the general public is Den- 
nison’s Dictionary, the title of the con- 
sumer’s catalogue issued by the Denni- 
son Manufacturing Company, of Bos- 
ton, New York, Chicago, St. Louis and 
Philadelphia. This book contains 230 
pages in colors, illustrating the entire 
Dennison line of stationery and other 
specialties, and each variety of goods 
is grouped in its special section under 
such titles as “Desk Supplies,” ‘Fine 
Paper Boxes,” “Children,” ‘Picture 
Framing,” ‘Home and Table Decora- 
tions,” etc. One of these sections is 
devoted to window decorations for re- 
tailers, 
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Six Ways to Advertise 


Reprinted from Everybody's Magazine for June, 1906. 


HE goal of every advertis- 
er’s ambition is a great 
and growing business with 
an organization and an out- 
put large enough to war- 
rant a ‘general publicity” 
campaign and the proud 
slogan, ‘‘Sold by dealers 
everywhere.” 

But the most ambitious 
must make a_ begin- 





ning. 

The first thought of the new advertiser is to 
present his proposition, state the price, sign 
his name and wait for orders. 


FOR Sometimes—if space is ade- 
quate, copy clever, and the 

DIRECT — not — 
at the same price just aroun 

ORDERS the corner—the immediate re- 


sults will be satisfactory. But 
more often the cash ‘‘ by return mail’’ falls 
short of the amount anticipated, and adver- 
tising is treated to some hard words that 
the advertiser really needs for home con- 


sumption, This advertiser is short-sighted— 
needs glasses. The advertiser 
FOR of experience looks a little 


further ahead. He sees or- 

RE-ORDERS ders in the future, accumulat- 

ing with ever-increasing ra- 

pidity, as pleased customers, one after the 

other, not only re-order, but preach the good 
points of his wares to all their friends. 

Not infrequently a clever manager deliber- 
ately advertises a price that is below cost—then 
makes the “‘ unusual value’’ so apparent to 
every purchaser, that the catalogs and special 
offers sent with each shipment are sure to re- 
ceive careful consideration—and his books be- 
gin to show a balance on the credit side. 

But this approaches ‘‘ pros- 

FOR oe ie, in — “e 
yformly successful form o 
“PROSPECTS mail order advertising. All 
“‘write for particulars’ ad- 

vertisements are of this class. They are suc- 
cessfu) because they recognize the ae of 
stating a proposition so that it carries absolute 
conviction within the space of the average adver- 
tisement. They ask of the reader only that he 
be interested enough to ‘‘ want to know more,”’ 


Convincing letters and a careful follow-up 
system turn ‘‘ prospects ’’ into buyers, 


‘*Salesmen and Agents Want- 


FOR ed”? * another popular form 
of mail-order advertising. In 
SALESMEN many cases it provesa money- 


maker even when the article 
itself, advertised direct, has not seemed to 
strike the public fancy. Sometimes a single 
new salesman working on commission wi}l pay 
for a whole series of advertisements within a 
few days’ time. Successful advertising for 
salesmen requires an article that will stand in- 


spection an fair proposition, well put, to 
the man who is fo sell it. 

But there is another field 

TO — oe advertisers 

ave been inclined to neglect, 

ESTABLISH No one reads the advertise- 

AGENCIES ments of a great publication 


like EvERyBopy’s more care- 
fully than does the enterpris- 
ing small merchant. Why not advertise ¢o him 
the possibilities offered by alocal agency for 
tered product? Explain that its merits will 
help him make satisfied customers, bring new 
people to his store, take little shelf room, re- 
quire no additional expenditures, and yet add 
materially to the week’s profits. 

He can be reached more ity in this 
way through Everysopy’s MaGazineE than 
through any trade paper, amd more cheaply 
than through traveling salesmen. 

One or more of these methods 


CHOOSE « advertising can 7 used to 
advantage 7” your business. 
THE BEST Decide upon the one to feat- 


ure; and then, if you think 
wise, append an additional ‘‘ Particulars free ” 
or ‘‘ Representatives wanted.”’ 

There is no better place to get started than 
in EveryBopy’s Classified Pages. If you have 
a good, square, selling proposition, take up our 
offer below—talk to three million possible buy- 
ers each month for six successive months at a 
total cost of only fifty dollars. 

You will have time during the summer 
months to nurse the venture - to study “copy,” 
to perfect a ‘‘follow-up ” system (this is all- 
important) and to prepare fora busy Fall. 


Send this Coupon, with Copy and Check, before May 31st to be in time for the July Number, . 





31 East 17th Street, New York, 


Kindly enter my order for 


of Everyropy’s MAGAZINE. 


ADVERTISING DEPARTMENT EvErRYBODY’s MAGAZINE, 


Enclosed please find 


($2.25 per line) in full payment for first insertion—-copy attached. 

Upon receipt of memo. bill on the 25th of next and each succeeding month (six- 
time discount to be credited on bill for sixth insertion) I will advise promptly whether to 
repeat or to run new copy. 


Very truly yours, 


190 








lines, six times, in the classified columns 








Address 











rate will be $3.00 per line. 


Allow about eight words to the line—most of last line for name and address. 
4 lines, 6 times, $50.00 $12.50 per line additional. 


After September rst the classified 
e 
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(A_Roll of Honor } 


(FOURTH YEAR.) 


No amount of mouey cau buy a piace in this list fora paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publisners who, accord- 
ing to the 1906 issue of RKowell’s American Newsvaper Directory. have submittea for 
that edition of tne Directory a detailed circulation statement. auty signed and dateu, 
also from publishers wno for some reason failed to obtain a figure rating in the iM6 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C7 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF HONOR of the last named character are marked with an (: 


he 


These are generally regarded the publishers who believe that an advertiser has aright 
to know wnat he pays his hard casn for. 


Newspaper Directory 4n the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 
ALABAMA. Mountain View. Signsof the Times. Actual 
5, 22.580. 
Birmingham, Ledger. dy. Average for 1905, weekly average for 1905, 22.580 
22,069. Best advertising medium in Alabama. Oakland, Herald. Areraye 
ARIZONA. 1905,10,260. Only Pacitic Coast 
Phoenix. Republican. Daily aver. 1905,6.881. GUAR daily circulation guaranteed by 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. TEED Rowell’s American Newspaper 
ARKANSAS. Directory. 
Fort Smith, Times. dy. Act. av, 1905, 8,781. 0 se ee 
‘ " Tow, 5 . akland, Tribune,evening. Average for 12 
Actual aver. for Oct., Nov. aud Dec., 1806, 8,968. months ending December 34, 1905, daily 18,481. 
CALIFORNIA. San Francisco. Call, d’y andS’y. J. D. Spreck- 
Fresno. Evening Democrat. Average 19°5,) els. Actual daily average for year ending 
4,948. Williams & Lawrence. N. Y.& Chicago. | Dec, 1905, 62,941; Sunday, 38,8138, 


, The full meaning of the Star Guarantee is set forth in Rowell’s American 














‘THE OAKLAND (Cal.) HERALD 


THE LEADER IN ITS FIELD 








Printed and sold 200,000 Copies For the week prior to April 26th 
the day after the San Francisco | THE HERALD gained 5,550 paid 
Disaster. subscribers, making its paid circu- 

The HERALD was THE First | lation 17,557 to subscribers daily 
Newspaper to reach San Fran- | in addition to street sales. 
cisco after the fire. 
THE HERALD has as com- 
In addition to printing its own | plete and up-to-date a plant as 


paper of from 12 to 20 pages daily, there is on the Pacific Coast, in 
it has also printed the editions of 


three San Francisco dailies, getting | 2ddition to the best Editorial 
every one out on time. writers in California. 








THE HERALD’S CIRCULATION IS GUARANTEED UNDER 
A $5,000.00 FORFEIT 
The Herald Publishing Company, Oakland, Cal. 


FRANK W. WORCESTER, General Manager 
R, J. Suannon, Eastern Representative, - - + »* 150 Nassau Street, New York | 


























San Franelaeo. Sunset pagsetnn, monthly, 

licerary; two hundred and eight pages, 5x8. 

Circuiation : 1904, 48,9163 ir "months 1905, 
59,545. Home Offices, 431 1 California Street. 





San Jose. Morning Mercury and Evening 
Herald Average 1905, 10,824, 


COLORADO. 
Denver. Clay’s Review, weekly; Perry A. Clay, 
Actual ater. for 1904, 10.926, for 1905, 11.68 
Denver, Post, daily. Post Printing and Puv- 
lishing Co. Aver, for 1965, 44.820; Sy. 60.104. 
Average for Mar. 196, dy. 50,132; Sy. 70.516. 
«2 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
GUAR feweli’s hevaiene News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Ansonia, Sentinel, ws Aver. for 1905, 5,022, 
E. Katz, Spec. Agt., N. 


onnn port, Evening Post. Sworn daily av. 
~11,025, E. Katz, Spec. agt., N. Y. 


Bridgeport. Telegram-Uvion. eps daily 
ar, 196. 10,171. E. Katz. Spec. Ayt., N.Y. 


Meriden. Journal, evening. Actual average 
Sor 1905, 7,537. 


Meriden, Morning twee and Republican. 
Daily average for 1905, 7.578. 


New Haven. Evening Register. oy. Actual 
av, for1905,18,711: Sunday, 11,81 


New Waven., Pal!adium, dy. Arer. 1904, 7.8573 
1905, 8,686. E, Katz, Sp. Agt..N.Y. 


New Haven. Union. Average 1905, 16,209. 
4st 3 mos, 1906, 16,486. E. Katz, Spec. Agt., N. Y. 


New London, Day. ev’g. Aver, 1905, 6,109, 
E. Katz., Spec. Agt.,N. Y. 


Norwich, Bulletin, morning. Arerage Sor 
1904, 5.850; 1905, 5,920; now, 6,818, 
Norwalk. ss Sage Ae. Daily arerage.year 
endiiy Dec.. >.170. Aprilcire., as certified 
by Ass’n am. ‘aay rs. all returns deducted, 2,869. 


Waterbury. Repubiican. dy. Arer. for 1905. 
5.648. La Coste & Marwell Spec. Agents, N. Y. 


DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily averuye for 15. 85.850 (©©). 


FLORIDA. 


Jacksonville. Metronoiis, dy. Ar. 1904, 8.760, 
Average 195,8,980. E. Katz, Sp. Agent, N. Y. 


GEORGIA. 
Atlanta. Constitution, Daily average 1905, 
85,5903 Sunday, 48.731. 


\tlantn, Journal, dy. Av. 1905,46.088. Sun- 
day AT.99R. Semr-weekly 56.731; April, 1906, 
dy , 58.207; Sun., 53.616; semi-wy., 74.281. 


Atinnta. News Actual daily average 1905, 
24.402. S.C. Beckwith. Sp. ag., N. Y. & Chi. 


Auguata, Cupeapte. Only morning paper. 
1905 average. 6,043 


Nashville, Herald. Average: for May 4, 1905, to 
May |, 1906, 1,457. Richest county in S. Georgia, 


ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,880; sirst three montas of 1906, 5,915. 


Catro. Citizen. Datty average January, Feb- 
ruary and March, 1906, 1,512, 


Chicago. Examiner. Average for 1905. 144, 
806 copies dailu; 90% of circulation in erty; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representutives, 
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The 
Chicago 
Examiners 
April, 1906 


Sworn Daily Circulation 
was 


186,060 


Gain over 1905 — 41,154 
of which the 


Net Patd City 


Circulation 


(including Carrier Home 
Delivery) was 


126,170 


The EXAMINER guaran- 
tees advertisers more 
City Circulation than The 
Chicago Tribune and 
Record-Herald combined. 


The Examiner is the only 
Morning Newspaper in 
Chicago with an A. A.A. 
certificate and Printers’ 
Ink Guaranteed Star. 


Eastern Representatives 
SMITH & THOMPSON 
Potter Bldg., New York 
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Champaign. News. 4 i months 1906, 
daily, 3.076 ; weekly. 8.44 


Chieng». Bakers’ jisaper, monthly ($2.00). 
Baiers’ Helper Co. Average for 1905,4.100(@O). 


Chicago, Breeders’ Gazette. weekly, $2.00 
Averaye circulation 1905, to Dec. sist, 66,608. 


Chicago. Farm Loans and “ity Bonds. Lead- 
ing investment paper of the United States. 


Chicago. Farmers’ Voice and Naticnal oe. 
Actual aver., 195, 80.700, Jun., 1906, 42,460 


Chiengo, Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areruge 1904. 13.750. 


Chicago, Inland Printer. Actual average cir- 
oulution Jor 1905, 15.866 (OO). 


Chicago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
Tbe count made Oct. 20. 1905, showed 85,120 
paid subscribers. heaches nearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn- 
esota; half the postoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


flee Herald. Arerage 1904, datly 
145.761, yl ¥.400. sverage 1905, daily 
146.456, Bunun & 204.559. 

The absolute correctness of the latest 
circulation rating accorded 
the. Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy. 


Chieago, 
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Chicago, Svenska Nyheter. Sworn 


_ weekly. 
areraye December, 1905. 21,77 5. 


Chieago. System. monthly. The System Co.. 
pup. Eastern office | Madison Ave., N.Y. Arer- 
age for vear ending, March, 1906, 50,556. Cur- 
rent average in excess of 60.000. 


Chicago. The Tribune has the largest two-cent 
circulation in the world, xnd the largest circula 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (©). 


Peoria. Evening Journal, daily Sunday. 
Sworn daily average Sor 1905, 13.8% 





Peorta. Star, evenings ana Sunday morning. 
Actual average for 1905, d'y 21,042. S’y 9,674. 


INDIANA. 


Butler. Epworth League Qrasterty. Sworn 
average for 1905,16,500. Adv. rates low. Prof- 
itable medium for mail-order specialties for 
women and young neople. “Best results for the 
money,” “Most profitable adv. wehave,” they say. 


Evaneville. Journal-News, Ar. for 1905, 14.« 
040. Sundays over 15.000. E. Katz, 8. A. N.Y. 

Indianapolis, Up-to-l Date Farming. 
156,250 semi-monthly; 75c. a line. 

Muncie. Star. Average 1905 daily, 
Sunday 16,908. 

Netre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 195. 24.890 

Princeton, Clarion-News, daily _— weekly. 
Daily average 1905, 1,447; weekly, 2,897 





1905 av., 
Write us 


27.500. 


Riehmond, Sun-Telegram. Sworn av, 1905, dy. 
8.74 


South Rend. Tribune. Sworn daily average, 
1905, 7.205. Sworn aver. for April, 1906, 8,074. 


IOWA. 
Davenport. Times. Daily aver. April, 11.966, 
Circulation in City or total guaranteed greater 
than any other paper or no puy Jor space, 


Des Moines. Capital, aaily. 
publisher. Actual average sold 1905 
Present circulation orer 40.000. Citu and State 
circulation largest m Iowa. More local advertis- 


Lataye tte Y an 
39.178 


ing in 1905 in 342 issues than any competitor mn 
365 issues, 


The rate jive cents a line, 
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Keokuk. Gate City, 
3. £06. 


Daily av. 


1904, 8,145; 








Museantine, i, Da:ly ar. 


1905, 5,882. 
Semi-veekly 8,098. 


Sioux City, Journal ‘daily. Average for 1905, 
sworn, 24 iv. Jor Feb., 1906, 26,708, 
Prints Ba pel and most foreign and local ad- 
vertising. Read in su percent of the homes in city, 
Sioux Clty. Trioune. _Evening. Net sworn 
daily, average 1905, 24.287: Feb.. 1906, 26.426. 
The paper of largest paid circulation, Ninety 
per cent of Sioux City’s reading public re:ds 
the Tribune. Only Lowa paper that hun the 
Guaranteed Star. 


KANSAS. 
Wutehinaon, News. Daily 1905, 8.485. 
Katz, Special Agent, N. Y. 


KENTUCKY. 
Lexingten. Leader. Ar. 05. evg. 4.694. Sun. 
6.168, . Katz, Spec. Agt. 
Louiaville. Times" Daily a average year ending 
June 30, 1905, 36,025 sk). _ Beckwith Agency, Rep. 
Owensboro. Inc uirer, Baad average, 1905, 
4.918. Payne & Young, N. Y. and Chicago. 
Padueah. Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers. 
LOUISIANA. 


New Orleans. Item. official journal of the 





E. 


vity. Av. cir. for Jan., Feb, and March, 1906, 
25,864; ar. .cir. Jau., 7906, "2 24.615: for Feb., 
1906, 25.419; Jor March.,/906, 26.0693 for April, 


1906, 26,090. 


MAINE. 


Augusta. Comfort, . W. H. Gannett, pub 
578. 





Actual averaye sor 1905, 1,269.5 
Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986, weekly, 2.090. 





Py ge Commercial. 

9.45%. weerly 29.1 

Dover. oe ey Observer. 
average 195. 2.0 

Lewiston, eat Journal, daily, 
1905, 7.398 (OO). weekly 17.448 (OO). 

, eee MaineWooas ana tape gw mal 

. Brackett Co. Arerage for 1905, 8.0 


Average Jor 1905, daily 
Actual weekly 


Aver. for 


ree. Evening Express. 


j Average for 1905, 
daily 1 


2.005. Sunday Telegram, 8,428, 
MARYLAND. 


Annapolis. U. 8. Naval Institute, Procee: ry 
of ;q.; copies printed av. ur. -end 1g Sept. 1905,1, 63 





Baltimore, American. ay. Av. 42mo. to Jan. 34, 
'6,64,187. Sun., 59,942. No return privilege. 


Baltimore, News, daily. Evening News Pub- 
lishing Company. Average 1905, 60,678. For 
April, 1906. 72.709, 

The absolute correctness of the 
lutest circulation rating accorded 


Za the News is guaranteed by tne 
AN ubdlishers of Rowell's American 
TEED ewspaper Directory. who will 


pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy 


MASSACHUSETTS. 


Boston, Evening Transcript (OO). Boston’s 
tea table puper. Largest amount of week-aay adv. 

Boston. Globe. Average 1905, daily, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
100.000 more circulation than any other Sunday 
paper tn New England.” idvert:sements go in 
morning and afternoon editions for one price. 
t@~ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


Atay wy teed by the publishers of 
AN Rowell’s American News- 
EED paper Directory. who will 


pay one hundred dollars to 
the first person wno successfully cone 





troverts its accuracy. 























Boaton. Post. Average for April, 1906, Boston 
Daily Post. 241.216; Boston sunday Post, 25 1.- 
089. Daily gain over April, $905, 16.684; 
Sunday gain over April, 195. 59.722. Flat 
rates, r..0,p. daily. 20 cents; Sunday, 18 cents. 
Teeter Threakfast Table Paper of New Eng- 
lan 

Fall River. News. Largest cir’n. Daily ar. 05, 
6.668.) Robt. Tomes. Rep., 116 Nassau St... N.Y. 


Springfield, Farmand Home. National Agri- 
cu. tural semi-monthiy. Total paid circulation, 

372.564. Distributed at 59.164 postoffices. 
Eastern and Western editions. Al) advertise- 
ments guaranteed, 

Springfield. Good Housekeeping, mo. -iver- 
aye /#5, 206.0838. No issue iess than 200,000, 
All advertisements guazaateed. 

Springfield. New England Homestead. — 
important agricultural weekly in New Englan 
Paia circulation, 40, — Reaches every post- 
office in Mass., R.1.. Conn., and all in Ver. 
mout, New Hampshire a and Maine. except a fewin 
the woods. All advertisements guaranteed. 


Worcester. (’Opinion + eee daily (© ©). 
Paid average Sor 1905, 4,253. 
MICHIGAN. 


Adrian. Telegram Dy. av. last ao months, 
1905,5.171. Payne & Youngs. Specia 


Grand Rapids, Kvening Press dy. Average 
1905, 46.456, Covers Western Michigan. 





Jackson, Morning Patriot. arerage February 
1906, 5,365; Sunday, 5.988; weekly. 2.818. 


Saginaw. Courier-Herald, daily, Sunday. 
Average 1915.12,394: March, 1906, 18,872- 


Saginaw. Evening News. dolly. Average for 
1905,16.710. April, 1906, 19.72 


MINNESOTA. 
Minneapoila, Karmers’ Tribune. twice a-week. 
Ww. J. Murphy, pub. Aver. for 1905, 46.428. 


Minnexupoiis. Farm, Stock and Home, semi- 
monthly. Actuai averuge 1905, 87,137; jirst 
three months 1906, 96,783. 

The absolute accuracy of Farm, 
Stocic & Home's circulation rating 
is guaranteed by the American 





wee ‘Newspaper Directory. Circulation is 
racticully conjined to the rurmers 
re to of Minnesota. the Dakotas. Western 
Wisconsin and Northern Jowa. Use 
it to reach section most projitably. 
Minneapolls. Journal, Daily and Sunda; 


In 1905 average daily circulation 67.588. Dail y 

average circulation for «April, 1906, 271.738. 
Aver, Sunday circulation, April, 1906,71,557. 

The absolute accuracy of the 

Journal's circulation ratings is 

guaranteed bu the American News- 

AAW paper Directory. It reaches a 

greater number of the purchasing 

TEED classes and gves into more homes 

than any — in its jield. It 

brings resul 


Winnenpolla Tribune. W. J. Murpby, pub. 
Est. i867. Oldest Minneapolis daily. The Sunday 
Tribune average per tssue for the first three 
montns of 1906 was 82.709. The daily Tribune 
average per issue for the first three months of 
1906. was 105,199. 
CIRCULAT’N § The Evening Tribune ts guar- 
anteed to have a larger circula- 
tion than any other Minneap- 








olis newspuper’s evening edi- 

YAR tion. he carrier-delivery of 
the daily Tribune in Mmuneap- 

re No olis is many thousands greater 


other news- 
pe . The city circulation 
by Am. News. alone exceeds 43.00 daily. The 
ane Direc- Tribune ta the recognized 
ry.” Want Ad paper of Minne. 
apolla. 
Minneapoila, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. :#5,51,.512 
St. Paul, The Farmer, s.-mo. Rate, 40c. 
line, with discounts. Circulation for six months 
ending December, 1905, 92.625. 


1 than that of any 








8t. Paul. Dispatch. Average net sold for year 


1905, 60,568 daily. 
&t. Paul, Volkszeitung. Actual arerage 190/, 





PRINTERS’ INK. 
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Net average circula- 
302. Sunday 82,- 


The absolute accuracy of the 
Pioneer Press c:rculation state- 
meuts is guaranteed by the smeri- 
can Newspaper Directory. Ninety 
per cent of the money due for sub- 
scriptions is collected,showing that 
subscribers take the paper because 

they want it, All matters pertain- 
ing to circulation are open to investigation. 


Winona. The Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 

MISSISSIPPI. 


Hattieaburg. Progress, ev'g. Av. d’y circ.,y’r 
end’g Jan., 1905, 2.175. Pop. 14,000, and growing. 
MISSOURI. 

Joplin. Globe, +4. Average 1905, 18.894, 
Dec.,’05, 14.088. atz, b. Katz, Special Agent, N.. ¥. 
St. Joseph, News and Press. Circulation 

1905,35,188. Smith & Thompson, Hust. Rep. 


. Paul, Pioneer Press. 
ton “for January—laily 55.3 
So. 


A 
a) 
) 


: ae 


St. Louis. Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery papers combined. Never less than 5.000, 


St. Louis. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louisa, National Farmer and Stock Grower, 
monthly. Areraye for 1903.106,.625: average sor 
1904, 104.750: average fur 1905, 105.541, 


MONTANA. 
Butte. Inter-Mountain. Sworn average daily 
cire’n 1905.11.776. Aver. Dec., 1905, 12,698, 
NEBRASKA. 
Lineoin, Daily Star. 
and Sunday morning. 





evening 
Actual 


Aveta daily average for 1904,15.239. 
tio For 1905, 16.409. Only Neb- 
raska paper that has the 


Guarantee Star. 
Lincoln. pevacl ppeeee Farmer. weekly. 


Average 1905, 147.¢ 


Lineoin. Freie pie sse, weekly. Actualaverage 
for 1905, 150.734. 





Lincoln, * oe and News. Daily average 
1905, 27.09 


Omaha, pn Magazine, monthly. Average 
circulation year ending January, 1906, 40,7 


NEW HAMPSHIRE. 
Nashun, Telegraph. The only daily in o> 
Sworn aver. for 6 mos, ending Mar, 31,'06,4,410 
NEW JERSEY. 
Elizabeth. Journal. Av. 1904. 5&,&22: 1905, 
6.5105; 1st 3 mos. 1906, 6,965: March, 1906,7.191. 
Jersey City. Evening Journal. Arerage for 
1905, 22.546. Last 3 mos. 1905, 28,408. 
Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Apr. 06. 68,782. 


Trenton, Times. Ar..’05,16.458. Net Feb.av.. 
18,082, Only ev. paper; single ed.; clasfi’d paper. 


NEW YORK. 
Albany. Evening Journal. Daily average for 
1905, 16.312. Jt’sthe leading paper. 
Binghamton, Evening Herald, daily. Herald 
Co. Aver.for year end. March, 1906, 12,416 (3) 
Buffalo. Courier, morn, Av.1905, Sunday 86.- 
774; daily 48.008; Enquirer, even.. 31.027. 


Buffalo. pew Be News. Daily average 1904, 


88.457; 1905 9 
1905 av..8,.811 


By 4 Recorder. ist. 3 mos. 
8,928. Best adv. medium in Hudson Vailey. 


Corning. tant. evening. Average, 1904, 





dy. 14.221. wy. 27.870. Sonntagsblutt 27 .a80, 


G28: 1905.6.5 
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Champaign. News. 
daily, 3.076 ; weekly. 8.446 


Chieng». Bakers’ a, monthly ($2.00), 
Bakers’ Helper Co. Arerage Sor 1905,4.100(Q®). 

Chicago, Breeders’ Gagette. weekly, $2.00 
Average circulution 1905. to Dec. sist, 66,605. 


First ar months 1906, 


Chicago. Farm Loans and ity Bonds. 
ing investment paper « of the United States. 


Lead- 





Chicago. Farmers’ Voice and Naticnal Rural. 
Actual aver., 195, 80.700, Jun., 1906, 42,460. 


Chiengo. Gregg Writer. monthly. oe 
and Typewriting. Actual average 1904, 12.75 


jee ot 
Chieago, Inland Printer. Actual average c?r- 
oulution Jor 1905, 15.866 (OO). 


Ohieago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. lheaches nearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin, lowa and Minn- 
esota; half the postoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


Ohieago, Record-Herald. Arerage 1904, daily 

145.761. Sunday 199.400. sverage 1905, daily 
146.456, Sunday 204.559. 
The absolute correctness of the latest 
circulation rating accorded 
the. Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy. 


ivy. 
aoa 
TEED 


Chicago, Svenska er. * amaaety Sworn 


averaye December, 1905, 21,7 


Chieago. System. monthly. The sy stem Co.. 
pup. Eastern office | Madison Ave., N. Y. Arer- 
age for vear ending, March, 1906, 50,556. Cur- 
rent average in excess of 60.000. 


Chicago, The Tribune has the largest two-cent 
circulation in the world, und the largest circula 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 


Peoria. Evening Journal, daily a Sunday. 
Sworn daily averaye for 195, 


5.805 


Peorta. Star, evenings ana Sunday morning. 
Actual average for 1905, d'y 21,042. S’y 9,674. 


INDIANA. 


Butler. Epworth League Suesterts. Sworn 
average for 1905,16,500, Adv. rates low. Prof- 
itable medium for mail-order specialties tor 
womenand young neople. “Best results for the 
money,” “Most profitable adv. wehave,” they say. 


Evanaville. Journal-News, Ar. for 1905, $4.: . 
040. Sundays over 15.000. E. Katz, 8. ANY. 
Indianapolis, Up-to-Date Farming. 
156,250 semi-monthly; 75c. a line. 
Munete. Star. Average 1905 datly, 
Sunday 16,908. 
Netre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 195, 24.890. 
Princeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,897. 


1905 awv., 
Write us 
27.500, 


Riehmond, Sun-Telegram. Sworn av, 1905, dy. 
8.744. 


South Rend. Tribune. Sworn daily average, 


1905, %.205. Sworn aver. for April, 1906, 8,074. 


IOWA. 
Davenport. Times. Daily aver. Apri, 11.966, 
Circulation in City or total guaranteed greater 
than any other paper or no pay Jor space, 


Dea Moines. Capital, aaily. Lataye eR Onne 
publisher. Actual average sold 19/5. 39.178 

Present circulation orer 40.000, Citu and State 
circulation largest 1m Iowa, More local advertis- 


PRINTERS’ INK. 





Keokuk. Gate City, Daily av. 1904, 8,145; 
1905, 3.406. 
ii Journal, . Da: ly ar. 1905, 5,882. 


Semi~veekly 3,098. 


Sioux pee? Journal daily. Average for 1905, 
sworn, 24 ° iv. Jor Feb., 1906, 26,7038, 
Prints saa ped and most foreign and local ad- 
vertising. Read in sv per cent of the homes in city. 


Sioux City. Trioune. Evening. Net sworn 
daily, average 1905, 24.287 : Feb.. 1906, 26.426, 

he paper of largest puid circulation. Ninety 
per cent of Sioux City’s reading public re:ds 
the Tribune. Only Lowa paper that hus the 
Guaranteed Star. 


KANSAS. 


Wutehinson, News. Daily 1905, 8.485. E. 
Katz, Special Agent, N. Y. 
KENTUCKY. 
Lexingten. Leader, Ar. 05. evg. 4.694. Sun. 
6.168, £. Katz, Spec. Agt. 


Louiaville. Times Daily average year ending 
June 30, 1905, 86. O25 5 I. Beckwith Agency, Rep. 

Owensboro. Inquirer. Daily average, 1905, 
4.918. Payne & Young, N. Y. and Chicago. 

Padueah. Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers. 


LOUISIANA. 





New Orleans, Item. official journai of the 
ed Av. cir. for Jan., Feb, and March, 196, 
5,864; ar. .cir. Jau., 196, 24.6185: for Feb., 





1906, 25.419; for March.,/906, 26, 0693 for April, 


1906, 26,090. 
MAINE. 

Angusctn. Comfort,mo. W. H. Gannett, pub 
Actual averaye sor 1905, 1.269.578. 

Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986. weekly, 2,090. 

By gee ea Average Jor 1905, daily 

9.45%. weecly 29.11%. 

Dover. eyo Observer. 
average 195. 2.0 

Lewiston, Bronte Journal, daily. 
1905, 7.398 (OO). weekly 17.448 (OO). 


Phillips, MaineWooas ana Woodsman.week ly, 
J. W. Brackett Co. Arerage for 195, 8.07%. 


Actual weeicly 


Aver. for 


Portland. Evening Express. 


Average for 1905, 
daily 12 


-005. Sunday Telegram, 8,428, 


MARYLAND. 
Annapolis. U. 8. Naval Institute, ere a 
of;@.; scopies printed av.y1 av.yr. -end’g Sept. 1905,1, 6S 


Baltimore, American, ay. Av. 42mo. to Jan. 34, 
‘6,64,187. Sun., 59.942. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 195, 60,678. For 
April, 1906. 72.709, 

The absolute correctness of the 
litest circulation rating accorded 


ZA the News is guaranteed by tne 
AN ubdlishers of Rowell’s American 
TEEO ewspaper Directory. who will 


pay one hundred doliars to the 
sirst person who successfully con- 
troverts its accuracy 


MASSACHUSETTS. 

Boston, Evening Transcript (@©). Boston’s 
tea table puper. Largest amount of week-aay adv. 

Boaton. Globe. Average 1905, daily, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
100.000 more circulation than any other Sunday 
paper tn New England.” 1dvert:sements go in 
morning and dyternton editions for one price. 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person wno successfully cone 


GUAR 
TEED 





ing in 1905 in 342 issues than any competitor mn 
365 issues, The rate jive cents a line. 





troverts its accuracy. 




















PRINTERS’ INK. 


Boaton. Post. Average for April, 1906, Boston 
Daily Post.241.2163 Boston sunday Post, 251.. 
O89. Daily gain over April, 45, 16.684: 
Sunday guin over April, 195. 59.722. Flat 
rates, r. 0.p. daily. 20 cents; Sunday, 18 cents. 
Ne neath Breakfast Table Paper of New Eng- 
and, 


Fall River. News. Largest cir’n. Daily ar. ’05, 
6,668.3) Robt. Tomes. Rep., 116 Nassau St.. N.Y, 


Springfield, Farmand one National Agri- 
cu.tural semi-monthiy. Total paid circulation, 
472.564. Distributed at 59.164 postoffices. 
Eastern and Western editions. All advertise- 
ments meinen 


&r efleld. Good Housekeeping,mo. Aver- 
aye! ms. F206. 083. No issue iess than 200.000, 
All advertisements guazaateed. 


Springfield. New England Homestead. Onl 
important agricultural weekly in New Englan 
Paia circulation, 40,000, Reaches every post- 
office in Mass.. 8, 1.. and Conn., and all in Ver- 
mout, New Hampshire and Maine. except afewin 
the woods. All advertisements guaranteed. 


Worcester. (’Opinion Publique, daily (© ©). 
Paid average Sor 1905, 4,258. 


MICHIGAN. 
Adrian. Telegram Dy. av. last three months, 
195,171. Payne & Youngs. Speciuls. 


Grand Rapids, Kvening Press dy. Average 
1905, 46.456, Covers Western Michigan. 


Jackaon, Morning Patriot. arerage February 

1906, 5,865; Sunday, 5.988; weekly. 2.818. 
Saginaw. Courier-Herald, daily, a: 
Average 195.12.894: March, 1906, 18,8 


Saginaw. Evening beige dolly. Sa aadie 
1905, 16.710. April, 1906, 19.726 


MINNESOTA. 
Minneapoila, Karmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1905, 46.428. 


Minnenpoiis. Farm, Stock and Home, semi- 
monthly. Actuai wee 1905, 87,187; first 
three months 1906, 96,7 

The absolute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed by the American 








(AA we Newspaper Directory. Circulation is 
AN practically confined to the rurmers 
ate 6 of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reach section most projitably. 
Minneapolts. Journal, Daily and Sunda; 


In 1905 average daily c:rculation 67.588. Da ly 

average circulation for April, 1906, 71.738, 

Aver, Sunday circulation, April,’ 1906, 71,557. 
7 elute accuracy of the 


Journal's circulation ratings is 

A guaranteed bu the American News- 
(aL paper Directory. It reaches a 
greater number of the purchasing 

MSA classes and gues into more homes 


than any paper in its jield. It 
brings resul bile. 


Sinesseee Tribune. W. J. Mur rpby, pub. 
Est. i867. dest Minneapolis daily. The Sunday 
Tribune Red per tssue sor the first three 
montns of 1906 was 82.709. The daily Tribune 
average en issue for the first three months of 


1906, was 105,199. 

CIRCULA TN The Evening Tribune is guar- 
anteed to have a laryer circula- 
tion than any oi ther Minneap- 





olis newspaper's evening edi- 

GUAR tion, he currier-delirery of 
AN the daily Tribune in Mmneap- 

TEED olis is many thousands greater 
1 than that of any other news- 


uper, The city Cs gay d 
y Am. Newa- alone exceeds 43.000 datly. 
paper Direc- Tribune ia the pacswalked 
tory.” ant Ad paper of Minne. 
apolla. 
Minneapoila. Svenska ances Posten. 
Swan J. Turnblad, pun. :5,51, 


St. Paul, The Farmer, s.-mo. Rate, 40c. per 


line, with discounts. Crrculation for six months 
endiny December, 1905, 92.625. 





St. Paul. Dispatch. 2 Average net sold for year 


1905, 60.568 daily. 
&t. Paul, Volkszeitung. Actual arerage 190f, 
dy. 14.221. wy. 27.870. Sonntagsdlatt 27.580, 
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&t. Paul. Pioneer Press. Net average circula- 

po Sor January—baily 55.802. Sunday 82,- 
Sv. 


The absolute accuracy of the 
Pioneer Presa c:rculation state- 
meuts is guaranteed by the smeri- 


Aare cin Newspaper Directory. Ninety 
ZAN per cent of the money due for sub- 
TE fae 6 scriptions is collected,showing that 


subscribers take the paper because 
y want it, All miter pertain- 


the 
ing to circulation are open to investigation. 
Winona. The Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 
MISSISSIPPI. 
Hattiesburg. Progress, ev'g. Av. d’ 
end’g Jan., 1905, 2.175. Pop, 14,000, an 


MISSOURI. 
Joplin, Globe, by me 1 1905, 18.894, 
Dec.,’05, 14,088. atz, g: Ratz, Special Agent, N.Y 
St. Joseph, News and Press. Circulation 
1905, 35,158. Smith & Thompson, Hast. Rep. 


cire.,y'r 
growing. 


St. Louis. Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 


St. Louts, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


&t. Louia., National Farmer and Stock Grower, 
ai Areray2 ror 19038.106.625: average Jor 
904, 104.750: average for 1905, 105,541, 
MONTANA. 
Butte. Inter-Mountain. Sworn average daily 
cire’n 1905.11.776. Aver. Dec., 1905, 12,698, 
NEBRASKA. 
Lineoin, Daily Star. evening 


and Sunday morning. Actual 
GUAR} P daily average for 1904,15.239. 
tevo For 1905, 16.409. Only Neb- 
raska paper that has the 


Guarantee Star. 

Lineoln, Deutsch- Amerikan Farmer. weekly. 
Averuge 1905, 147.082. 

Lineoin. Head Presse, weekly. 4ctualaverage 
for 1905, 150.7 

Lincoln, Journal and News. Daily average 
1905, 27,092, 

Omaha, Farm Magazine, monthly. Average 
circulation year ending January, 1906, 40, 

NEW HAMPSHIRE. 

Nashun, Telegravh. The only daily in city. 

Sworn aver. for 6 mos, ending Mar, 31,'06,4,410. 
NEW JERSEY. 


Elizabeth. Journal. Av. 1904. 5&,&22: 1905, 
6.515; 1st 3 mos. 1906. 6,965: March, 1906, 7.191, 





Jersey City. Evening Journal. <Arerage for 
1905. 22.546. Last 3 mos. 1905, 28,408. 


Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.1023 Apr. 06. 68,782. 


+ Trenton, Times. Ar..’05,16.458. Net Feb.ar.. 
18,082, Only ev. paper; single ed.; clasfi’d paper. 
NEW YORK. 


Albany. Evening Journal. Daily average for 
1905, 16.812. Jsthe leading paper. 





Binghamton, Evening Herald, daily. Herald 
Co. Aver.for year end. March, 1906. 12,416 (3) 


Buffalo. Courier, morn, Av.1905, Sunday 86.- 
774; daily 48.008; Enquirer, even.. 31.027. 


Buffalo. Evening, News. Daily average 1904, 
88.457; 195 94.6 


1905 av.. 8.811 





Catekill, Recorder. ist. 3mos. 
1906, 8,928. Best adv. medium in Hudson Vailey. 
Corning. Leader. evening. Average, 1904, 


G.238: 1905, 6.595, 
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Certiand, Democrat, Fridays. Fst.1840. Aver 
9905, 2.126. Only Dem. Dem. paper tn county. 


Glens Falla, Morning Sta Star. Average circula- 
tion, 1904, daily 2.2 


Glens Falla. Times. Est. ~—. Only evening 
paper. Average 1905, 2.471 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s 


unt Vernon. Daily Argus. Averave 1905, 
3. 8. Westchester County’s leading paper. 


Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than ali other Newb'gh paperscomoined 


New York City. 

New York. American Agriculturist. Best 
farm und family gg see weekly in Middle 
and Southern States. rculates 100.000 cop- 
ies weekiy, = which oe 468 are actual os 
subscribers, gh eal count of June 1, 1905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York_ include ore poevomnce in the State. In 
New Jersey it goes to 774 of all the postoffices; in 
Delaware 87%, in deat taney 74%, in Ohio 85¢. 
and to 20 to 40¢ of the postoffices in the Southern 
States. All advertisements guaranteed. 


American ine (Leslie’s Monthly), Pre 
sent average circulation. 256.108. Guaran- 
teed average, 250,000. Excess, 78.296. 


army & Navy Journal. Est. 1863. Actual weeiciy 
arerage for 52 issues. 1906.9.442 (OO). 


Raker’s Review. monthly. W. Rk. Gregory Co.. 
publishers. actual average for 1905 5.008. 








Benziger’s magazine. family rar A Pen- 
siger Brothers. arerage for 1905,44.166, pres- 
ent circulation, 50.000. 


Chopper, weekly (Theatrical). Frank Queen, 
Pup, Co., Ltd. Aver. for 1w5, 26.228(OO). 


Gaelic American. weekly. Actual average for 
1904. 8.179; for 1905, 28,989. 


Hardware Dealers’ Magazine. monthly. 
In 1995. average issue. 19.020 (© ©). 
D. T. MALLETT. Pub.. 253 Broadway. 


Leslie's Weekly. Actual arer. vear end. Aug.. 
1904, 6Y.0T7. Pres. av. over 85.000 weekly. 


Music Trade Review. music trade and art week- 
ly. Average for 195, 5.341 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday.  Es- 
tablished 1888. Actual 
weekly average for 1003 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for 1905, 15,090 
copies. Actual weekly 
average for the first seven- 
teen weeks in 1906, ’end- 
ing April 25, 16,250 
copies. 


The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, «erage cir- 
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The Tea and Coffee Trade Journal. Average 
errculation for tear e. ‘aed April, 1906, 5.226; 
April. 1906, issue, 7.21 


The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily areraye 1905, 13.158. 


The World. Actual arer. ror 1905, Morn... 205,. 
490, Evening. 371.706. Sunday, 411.074. 


Rochester. Case and “omment. mo. Lar 
for 1905, 80.000 ; 5 vears' average. 30.108. 


Seheneetady. Gazette. daily. A. N. Liecry. 
Actual average for 1904, 12.574; 1905, 13.058. 





Syracuse. Evening Heraid. daily. Herald (o., 
pub. Aver, 1905, daily 85.552. Sunduy 40.098, 


Ttlea. National Electrical Contractor, mo. 
Average for 1905, 2.645 





Utiea. Press. -_, Otto A. Meyer, publisher, 
Average for 1905. 14.889, 


NORTH CAROLINA. 


Raleigh. Biblival Recorder, weekly. 4v. 1903, 
8,8ST2. Av. 1904, 9.756. Av. for 1905. 10,206, 


Raleigh, Evening Times. Leads all afternoon 
papers in circulation between Richmond and 
iflanta, Full A, P. dispatches. Actual daily 
average 1905, 4.251. 


Raleigh. News and Observer, N. C.’s great 
est daily. Sworn average 195, 10.202, more 
than double that of any other Raleigh duily, 40% 
greater than that of any other daily in the State. 


NORTH DAKOTA. 
Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar. and Apr., 1906, 7,74 
OHIO. 


Ashtabula. Amerikan Sanomat. innish. 
Actual average for 1905. 10.766, 





Columbus. Hunter-Trader-Trapner, monthly. 
Actual average circul ition 1905, 22.70% 


Coshocton, Age, Daily ar, 1905, epee in city 
10,000: factory pay-rolis $150,000 monthly 


Dayton. Herald, evening. Circ., 1905. 17.518. 
Largest in Dayton, para at full rates. 


Dayton. Religious Telescope, weekly. 2c. 
agate line. Average circulation 1905, 20. Toe. 


Springfield. Farm and Fireside, over 4% cen- 
tury leading Nat. agricult’l paper. Cir..415,000, 


Springfield. Woman's Home Comnparion 
June, 1906, circulation, 565.000; 115.000 ubove 
guarantee. Executive offices, N.Y. C City. 


Youngstown, Vindicato*. D'v ar, ‘05, 12.9103 
Sy. 10,178: LaCoste «¢ Ma.rwell. N ¥. & Chicage. 
Zanerville. ‘times-Recorder. Sworn arerade 
1905.10,564. Guaranteed doubie nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 1905 aver. 
11.161. Mar,.’6, 12.661. E. Katz. Agent, N.Y. 


OREGON. 


Portland, Journal. Dy. and Sy. Actual aver. 
for April 26,210. ver. year ’05. 21,926. 


PENNSYLVANIA. 


Erie. Times, daily. Aver. for 1905, 15.248, 
April, 1906, 16.978. E. Katz, Sp. Ag., N.Y. 


Warriaburge. Telegraph. Swornar., Avr... 18.- 
769. Largest paid cireulat’n in H’b oe or no pay. 


McKeesport, Daily News is the Want ad me 
dium, because it can prove a greater bona fide 
circulation than all other McKeesport papers 
combined. (ne cent a word in advance. Get 
advertising rates igi R. J. SHANNON, 150 
Nassau St., New York 





Philadelphia, Confectioners’ Journal. mo. 
Av. 1904, 5.004: 1905, 5.470 (OO). 


Philadelphia. German Daily Gazette. Aver. 





culations for 1905—all to id-tn-udrance sub- 
seribers. F. M. Lupton, iisher. 





circulation, 1905, daily 61.508: Sunday, 44.465; 
sworn statement, Circulation books vpen. 
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Philadeiphia., Farm Journal, 
movtaly. Wilmer Atkinson Com- 
pany, publisners. Average for 
195, 568.266. Printers’ Ink QWAays 
awarded the seventh Sugar Bowl AN 
to Farin Journal sor the reqson TEED 
that ‘that paper. among ail those 
“publisned tu the United States, 

“has oeen pronounced the one 

“that dest serves its purpose as 

“an educator and counseior 

“ror the agricultural popula- 

“tion, and as an effective and 

“economical medium Jor com- 

“municating with them 

“through its aavertising coiumns,” “Unlike any 
other paper. 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 
poe. esides the Guarantee 

AVAL Star, it hasthe Gold Marks and is 
AN cn the Roll of Honor—the three 
444% most desirable distinctions for 

Buy, newspaper. Sworn daily av- 
rage for pens 106,600; Sunday 

average April, “1908, 156.284. 


‘ mJ big aaaaaee nearly everybody reads THE 
UL 


The Philadelphia 
h. BULLETIN’S 
eee Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for eacn day in the 
month of April. 196: 








Total for 25 days, 5.838 286 copies. 
NET PAID AVERAGE FOR APRIL, 


233,531 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damageu, unsold, free and returned copies have 
been omitted. 

WirtiaM L. MCLEAN, Publisher. 

PHILADELPHIA, May 3d, 1906. 


Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘The paper that gets results.” 


Pittsburg. The Votes Presbyterian. Weekly 
circulation 1905, 21.36 


West Cheater. Local News, 
daily. oa if odgson. drerayeysor 
1005, 15.29%. i 
GUAR Independent. | Hi 
and vicinity for tts field. Devoted 
veto - a news, henze 18 a home 
Chester County is second 
4 the ‘State m agricultural wealth. 





Williamaport. Grit. America’s Greatest 
Weeitu. Average 1905,226.718. Smith & Thomp- 
son, keps., New York and Chicago. 


York. Dispatch and Daily. Average for 1905- 
18,351. Enters two-thirds of Yori hoesm. 


RHODE {SLAND. 


Pawtueket. Evening Times, Aver. circulation 
Sour months endimy April 30, 06, 17.802 (sworn). 


Providence. Daily Journal, 17.623 (@€). 
Sunday, 20.883 O00). Evening Bulletin’?. 73S 
averaye #5. Providence journal Co.. pubs, 


Weateriy. Sin. Geo. Jeo. H. Ut Utter, pub. Aver. a 
4.467. Largest circulation in Southern R. 1 





SOUTH CAROLINA. 


Oharieaton. Sean Post. Actual dy. aver- 
age for 1905, 4.808. 

Columbtla, State, Actual aver- 

age for 1905, daily 9.587 copies 

GUA (OO); semi-weekly, 2,625. Sunday 

05, 11.072 (OO). -Actual average 

MAA July to Dec. 31. 05, daily 10,1585 
Sunday 11.524. 


TENNESSEE. 
Knoxville. Sentinel. Are March 11,598. 
Carries more advertising in six days than aoes 
contemporary in seven. Write for information. 


Knoxville Journal and Trib- 
une. Daily average year ending 
December 31, 1905.18.018. Weekly 
Alaa average 1904, 14.518. 
yAN m.. One oF, only ~ papers - 
19) and only paper 
EE Tennessee awarded the Bolo 
Star. The leader in news, circula- 
tion, influence and dvartisted patronage. 


Nashville, Banner, daily. Aver. for year 1903, 
8,772; Sor 1904, 20.708; for 1905, 80,227, 


TEXAS. 

El Paso. Herald. 4v.’05,5,011; Feb. '06,5.568, 
Merchants’ canvass showed HERALD in &¢ of El 
Paso homes. Only El Paso paper eligible to Roll 
of Honor. J.P. 3mart, 150 Nassau St., N. Y. 


San Angelo, Standard, weekly. Average for 
year ending May 5, 1906, 8,018 (3). 
VERMONT. 


Barre. Times, daily. F. F. Langley. o er, 1905, 
8.527, for last six months, 1905,8,691 





Burlington. News, daily, evening. Actual 
Via 1904, 6,018 ; 1905, 6,886; Decen.ber, 
1905 1. 


Montpelier, Argus. Actual daily average 
1905, 8,242, 


Rutland. Herald. Average 1904, 3,527. <Av- 
erage 1905, 4,286. 


8t. Albana, Messenger, daily. Actual average 
Sor 1905, 3,051. 


VIRGINIA. 
Danville, The Bee. Ar. 1905, 2.846, April 
1906, 2,865. Largest cir’n. Only ere’g puper. 
Norfolk. Landmark (©©). Leading home pa- 
per. Circ. genuine. No pads. H. K. &C. Co., Sp’l. 


Richmond. News Leader. Sworn dy. av. 1905, 
29.548. Largest in Virginias and Carolinas, 


Riehm ond, Times-Dispatch, 


m 
roomy daily comane vear end- 
ALA ing December. 1905, 20.876. High 
A price circulation woith no waste 
Waa) 6 orduplication. In ninetu per cent 
of Richmond homes. The State 
paper. 


WASHINGTON. 


St ympia. Recorder—evening. i —. increased 
0 6 agee daily, 12 pages Bat Saturday: 


Tacoma, Ledger. Dai . Daily at rerage 1905, 15,844¢ 
Sunday, 20.885; weekly, 9.642. 


Tacoma. News. Average, 1905, daily, 15,805, 
weekly, 6.075. 


WEST VIRGINIA. 


Parkersburg. Sentinel, golly. R. E. Hornor, 
pub. Average sor 1905, 2.442, 


Wheeling. News. Daily paid eters 11.196, 
Sunday puid cire., 11.88%. For Guaran- 
tees a paid circulation equal to poe other two 
Wheeliny papers combined. 


WISCONSIN. 


Janeaville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905. duily 8.149: semi-weekly 8,059, 





Madison, State Journal. dy. C.rculation aver 
age 1905,%.452. Onlyasternoon paper, 
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Milwaukee. Evening Wisconsin, d’y, 4v./906, 
26.648; April, 1906, 29.894 (©©). 


Milwaukee, The Journal.ev'¢ 
Frigate od 1905. AO,5172 Apr. 196 
45.960. The paid daily circu 
Geen, lution of The Milwaukee Journal 
is double that of any other even- 
teto ing and more than is the paid 
circulation of any Milwaukee 

Sunday newspaper. 


Oahkoah, Northwestern. day. <aAveraye og 
1904, T.251. Average for the yeur, 1905, 7,658 


ey [Xt WISCONSIN 
t Agricoitorist 


Racine. Wix., Est. 1877, weekly. 
Actual ar, for 1905, 41,748: for 
ve'rended April 5, 1906.42.94, 
A Has « larger circulation < Wis- 
TEED cousin than any other paper. Adv. 
$2.30 an inch. N. Y. Office. wenple 
Court. W. C. Dakotine. Mor. 


WYOMING. 


Cheyenne, ‘are Actual daily average net 
Sor 1905, 4,511 


BRITISH COLUMBIA. 
Vaneouver. Province. daily, Arerage for 


1905. 8.687; Avril. 196, 10.859. 'H. DeClerque, 
U.S. kepr., Chicayo and New York. 











Victoria. Colonist, i. Soroniat P. og P. 
Co. Aver, for 1904. 4.356 GK; For 190! , 4.502. 


PRINTERS’ INK. 


MANITOBA, CAN. 
Winnipeg. Free Press, daily and weekly. Av- 
erage for 15. datiy, 80.048; weeacy, 15,654. 
Daily, April, 1906, 84.759. 


Winnipeg. Telegram. Daily av '05, 18,707; 
last three mouths 20,577. (Sat. averaye 25,000). 
Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly Keaches 
al} the German-speaking population of 200,000. 
its exclusive field. Aver. for the year end. April, 
1906, 18,208; aver. lust six months, 15,668, 








NEW BRUNSWICK, CAN. 
&t. John. Star. Actual oe arerage for 
October, November, December, 1904, 6,091. 
ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly Arerage for 195, 6.0838. 

Toronto, The News. Sworn average daily 
circulation for year ending Dec. 30. 1905, 88.282, 
Advertising rate 56c, pew inch. Flat. 





Toronto. Star, daily. 
ruary, 1906, 41, 988 copies. 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. -ictual arerave 1904, daily 
80,259 ; 1905, 96,771; weekly, 48,207. 


Daily average Feb 





Montreal, Star.dv.&wy. Graham &Co. Ar, 
for 194. dy. 56.795. wy. 125.240, Av. for 195, 
dy. 58.1253 wy. 126,207, 





Pa. pay, ema Average 1905, 





U.S. Rep., H. C. Fishe or, ‘New York. 


152: April, 1906, 7,¢ 








“The Gem of Religious Media.” 








Honor. 


The home office of Zhe Ave Mana thinks 
very highly of Printers’ Ink’s Roll of 
While we have not noted any 


direct results, nevertheless we feel confi- 
dent that results come to us indirectly 
because of the wide readership of PRINT- 
ER’S INK among the leading advertisers 
and agencies. It is worth the price alone 
for an advertising representative to be 
able to state that his medium has a place 
in your Roll of Honor, as such a state- 
ment amounts practically to a verification 
of one’s circulation claim.—Johu A. 
advertising Manager “The Ave 
New York, March 12, 1906. 


Murray, A 
Maria, 
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© ©) GOLD MARK PAPERS©@6) 





WASHINGTON. D. C. 
THE EVENING AND SUNDAY STAR (@©). 
Reaches 90% of the Washington homes. 


GEORGIA. 


ATLANTA CONSTITUTION. Aver. 1905, Daily 
88,590 (OO), Sunday 4%, 731, Wy,’04, 107,925. 


ILLINOIS. 
CHICAGO INLAND PRINTER. 2 average 
circulation for 1906, 15,866 (© ©). 
GRAIN DEALERS JOURNAL (QO). on 
Largest circulation; best in point of quality. 
BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark’ baking journal Oldest, —— beat 
known. Subscribers in every State and erritory. 
TRIBUNE (© ©). “Only pay paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 
KENTUOKY. 
LOUISVILLE COURIER-JOURNAL (O©). 
Best paper in city ; read by best people. 
MAINE, 
THE LEWISTON EVENING JOURNAL (@6) is 
the only Gold Mark paper in all Maine. 
MASSACHUSETTS. 
BOOT AND SHOE RKECORDER, Boston (© ©) 
greatest trade paper; circulation universal. 
BOSTON P!ILOT (OO), every Saturday. Koman 
Catholic. Patrick M. Donahoe, manager. 
BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daily im Boston. 
Boaton,. Am. Wool and Cotton Reporter. Rec- 
ognized organ of the a and: woolen indus- 
tries of america ( 
TEXTILE WORLD RECOR en (©©), Boston, is 
uoted at home and abroad as the stanaard 
merican textile journal. 
. WORCESTER L’OPINION PUBLIQUE (© @ is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(OO) Minneapolis, ae may | = per r. Covers 
milling and f'tloa r trade all over the word: The 


only “Gold Mark” milling journal! (OO). 
NEW YORK. 

NEW YORK TIMES (@©). Largest high-class 
circulation. 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium tn this section. 

ARMY AND NAVY JOURNAL (OO). First in 
its class in circulation. influence and prestige. 

THE CHURCHMAN (©). Fst. 1844; Satur- 
days; Protestant-Kpiscopal. 47 Lafayette Place. 

TH" IRON AGE (QO), established 1855. The 
recognized authority in its r¢ in its representative flelds. 

ELECTRICAL REVIEW (© (© ©) covers the field 
Read 11d studied by thousands, Oldest, ablest 
electrical weekly. 

HARDWARE DEALERS’ MAGAZINE. 

In 1905, average issue, 19,020 (@©). - 

es T. MALLETT, Pub., 253 53 Kroadway, N.Y. 

News prints more transient ads than ail 

eel technical papers: 1% & 3c. a word. 7ry it. 

STREET RAILWAY JOURNAL (©). The 
standard authority the world over on street and 
interurban railroadin; Average weekly circu- 
lation during 1905 was 160 copies. 

NEW YORK HERALD (©©). Whoever men. 
tions America’s leading newspapers mentions 
the New York HERALD first. 








CENTURY MAGAZINE (© ©). There area few. 
people in every community who know more 
‘han all the others. Taese people read the 

-ENTURY MAGAZINE. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


ELECTRICAL WOKLD (@©), established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
ot American Advertisers to be 20,389 average 
weekly from January 6th to March h 3a, 1906. 


OULO. 

CINCINNATI ENQUIRER (@©). Great—influ- 
ential—of worid-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied bv Beckwith, N.Y.-C shicago: 


PENNSYLVANIA. 


HE CARRIAGE MONTHLY, Phila.; technical jour- 
nai; 40 years; leading represent’ ve magazine., 


THE PRESS (©©) is Philadelphia's Great 
Home Newspaper. it is on the Roll of Honor andj 
has the Guarantee Star and the Gold Marks—t he 
be son most desirable distinctions for any news-, 

aper Sworn daily average 1905, 106,600; Sun- 
vay average April, 1906, 156,284. i 


THE PUBLIC LEDGER ‘Oa ntenentones 
Hall and Public Ledger are Philadelphia's dane 
marks; only paper ailowed in thousands of Phila 
delphia homes Circu'ation now larger than in! 
70 years. PUBLIC LEDGER gained 1,365 columns: 
advertising in five months ending Dee. Ist, 1905, 
over same period 194, } 





THE PITTSBURG 
© DISPATCH © 


The newspaper that pore: geod 
always select first to cover the rich. pro 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a prestige most 
protitable to advertise's. wargest home 
delivered circwation in Greater Pittsburg. 











RHODE ISLAND. 
PROVIDENCE JOURNAL (QO), a conservative, 
enterprising newspaper without a single rival. 
SOUTH CAROLINA. 
THE STATE (©), Columbia, 8. C. Highest, 
quality, ‘largest circulation in South Carolina. 


TH! NEWS AND COURIER (QO), Charleston, 


S.C. Paid circulation of highest class in every; 
part of South Carolina and adjoining States. 


TENNESSEE. 

THE TRADESMAN (©©) Chattanooga, Tennes- 
see; semi-monthly. ‘Lhe South’s authoritative 
industrial trade jour nal. 

VIRGINIA. 

THE NORFOLK LANDMARK (©©) is the 

home paper of Norfolk, Va. That speaks volumes. 
: WASHINGTON. 

THE POST INTELLIGENCER (OO). 
morning paper in Seattle. Oldest in Sta‘ 
psper read ana respected by all classes. 

WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(@©). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


ne | 
te. 





CANADA. 
THE HALIFAX RERALD (© ©) and the EVEN- 
ING MalIL. 


Circulation 15.558, flat rate. 
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HOW TO ADVERTISE IN THE 
“SCIENTIFIC AMERICAN” FOR 
A YEAR FOR LESS THAN $100 





HE SCIENTIFIC AMERICAN offers an ideal me- 
dium for the sale or exchange of goods. The new 
“Classified Advertisement” column enables you to run 
@ weekly ad for a year for $85.20. 361 Broadway, N. Y. 


4 AGATE LINES. 
$83.20 for 52 Insertions. 

44.20 ““ 26 aa 

23.40 “ 12 sal 





In the newly formed ‘‘classified advertisement” 
column you can obtain a four line ad for 52 inser- 
tions provided it comes under one of these twelve 
headings: 


1. Sale and Exchange. 7. Business Opportunities. 

2. Machinery for Sale. 8. Schools and Colleges. 

3. Patents for Sale. g. Situations and Profes- 

4. Partners Wanted. sional Openings. 

5. Second-hand Auto- 10. Engineering Wants. 
mobiles. j1. Hotels and Resorts. 

6. Office Supplies. 12. Professional Cards, 





There will be no display, and copy must be received 
ten days in advance. This classified advertising is 
all cash in advance, and copy should be accompanied 
by cash. Single ads of from four to ten lines will 
be inserted at the rate of 50 cents a line, seven words 
to the line. No ads of over ten lines will be in- 
serted in this column. 

Printers’ Ink says: ‘‘No development in adver- 
tising of recent years has taken such a strong hold 
on publishers as that of classified departments.” It 
has taken an equally strong hold on the public. 
Notwithstanding the increased circulation, the vegu- 
lar advertising rates of the Scientiric AMERICAN 
will not be increased. Send on acheck for $83.20 
and do business for a whole year. 


MUNN & CO., Publishers “Scientific American.” 
Office: 361 Broadway, New York. 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 





New York City,__MAY 14 1906 





INECEIVED of the Publisher of 


One Ftundred Dollltrs 


for guarantee of circulation rating in Rowell’s American Newspaf 


Tu RINTERS’ 


$100.00 Manager. 


Publi "4 fof Rowell’s Amerightj — Directory. 
CONDITIONS. 


The absolute correctness of a circulation rating in Arabic figures i Rowell’s American Newspaper Directwry, or to be inserted in the next issue of the book, based upon a satisfac- 
tory statement from the publisher of a paper. of the actual issues fora full year, is nteed by the Directory publishers, under a forfeiture of one hundred dollars, able to the 
first person who successfully assaile the accuracy of the said rating. The guarantee thus made, and the forfeiture offered by the Directory, is secured 7 fae publisher of the paper by 
the payment of one hundred dollarsto the publishers of the Directory asa permanent deposit. The guarantce is perpetual so long as the papi rnishes in detail duly 
authenticated and the Directory continues to be published. The money paid is not teturnabie to the publisher at any time or under any circumstances. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class, 





CULORADO. 

T™ Denver Post, Sunday edition. April 15, 

1906, contained 5,036 different classitied ads, 
a total of 112 910 columns. ‘the PosT is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is dc. 
per lineeachb insertion. seven words tothe line. 

CONNECTICUT. 

M EKIDEN, Conn.. KECORD covers fleld of 50.000 
« population ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word aday. 


DISTRICT OF COLUMBIA. 
mPRE EVENING and SunDAY STAR. Washington, 
D. C. (© ©). carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga., cost one cent a word—three 
tnsertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
[HE DAILY NEWS is Chicago’s “Want ad” 
Directory. 


‘MHE Champaign News is the leading Want ad 
1 medium of Ventral Eastern Llinois. 


{ bats TRIBUNE publishes more classified ad- 
vertising than any other Chicayo newspaper. 


EORIA (I11l.) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


INDIANA. 
TNMHE Terre Haute STaR isthe recognized Want- 
Ad medium of Terre Haute,—Results have 
made it so; one cent per word. 


T HK. Muncie Star is practically the only classi- 
- fied medium in Muncie, Delaware County, 
and seven adjoining counties. 

More classified ads are printed daily in the 
Muncie STAR than in all other papers in its terri- 
tory combined. 


fu the month of January. 1906, The In- 
dianapolis STAR published over 88,090 lines 
of classified advertising. In the same month in 
1905 the STAR published 64,935—showing a gain of 
23.155 lines. : 

This argument in itself: is strong enough to 
show the prestige of the Indianapolis STAR and 
the pulling power of its advertising columns. 


WE Star League, consisting of the Indianap- 
&  olis STAR, Muncie STAR and Terre Haute 
Stak, genera! offices at Indianapolis. are leaders 
eollectively and individually in the volume of 
classified advertising carried. Rate in each, one 
cent per word; combination rate, two cents per 


word, 
If you want results from classified advertising 
in Indiana, use the Star League. 


lpi Indianapolis NEws during the year 1905 

printed 96.982 more classified advertise- 
ments than al: other dailies of indianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time 


IOWA. 
{yee Des Moines CAPITAL guarantees the lar- 
gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


AE Des Moines KEGISTER AND LEADER: only 
morning paper; carries more “‘want’’ ad- 
vertising than any other lowa newspaper. One 
cent a word. 





MAINE. 
bile EVENING EXPRESS carries more Want ads 
than all other Po: tiand dailies compined. 


MARYLAND. 
Sie Baltimore N«ws carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUBETT RS, 
id= BosTON EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schools anu in- 
structors than all other Boston dailies combined. 





sb BOSTON GLOBE, daily and Sunday, in 
1905. printed a total of 427.227 classified ads. 
There were no trades, deals or discounts. There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 


2 J CENTS for 30 words, 5 days. 
“ DalLy ENTERPRISE, Brock- 


ou ton, Mass., carries solid page 
TEED Want ads. Circulation exceeds 
10,000. 
MIOMIGAN. 


cg pied COURIER-HERALD (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 13,500; 1c. word; Ke. subsequent. 


MINNESOTA, 
f (ite MINNEAPOLIS TRIBUNE is the recognized 
Want ad medi of Mi poli 





‘(HE MINNEAPOLIS TR'BUNE is the oldest Minne- 

_ apolis daily and has over 100,000 subscribers, 
which is 30,000 oda each day over and above any 
other Minneapolis eee lts evening edition 
alone has a larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages @ day); no free ads; price covers both 
morning and evening issues. Rate, 10 cents per 
line, Daily or Sunzay. 


'PHE Minneapolis Daily and Sunday JouRNAL 

carries more Classified advertising than any 
other Minneapolis newspaper. No free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. 

Correct statement of classified Wants printed 
in March, 147,014 lines. Individual advertise- 
ments, 23,385. 

Circulation, 1903, 57,039; 1904, 64,384; 1905, 67,588. 
First three months 1906, 69,082. Theaverage Sun- 
day circulation. 69,384. 


MISSOURI, 
HE Joplin GLoBx carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum. lic. 


MONTANA. 


re Anaconda STANDARD is Montana’s great 
“ Want-Ad ’ medium; ic.a word. Average 
circulation (1905), 11,144; Sunday, 13,888. 





NEBRASKA. 
INCOLN JOURNAL AND NEWS. Daily aver- 
4 age 1905, 27,092, guaranteed. Cent a word. 
NEW JERSEY. 


7 LIZABETH DatLy JouRNAL—Leading Home 
paper :,J0to 24 pages. Only “Want” Med- 
lum, Cent-a-word. Largest circulation. 
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NEWARE. N.J, Frrie. Ze1Tune (Daily and 

IN sunday) reaches bulk of city’s 100,000 Ger- 

mans, One cent per word ; 8 cents per month, 

NEW YORK. 

. ie EAGLE has no rivais in Brooklyn’s 
classified business 

‘Q\HE Post-EXxPREss is the best afternoon Want 
ad-meuium ip Kochester. 
LBANY Ev NING JOURNAL, Fastern N. Y.’s 

best paper for Wants and classified ads. 

I AILY ARGUS. Mout Vernon. N.Y. Great- 

est Want ad medium in \\ estcbester County. 


NEwsurce DAILY NEWS. recognized leader 
6,000 








in prosperous Hudson Valiey. Circulation, 
I UFFALO NEWS wita over 95,000 circulation, 

isthe only Want Medium in Buffalo ana the 
strongest Want Medium in the State, outside of 
New York City. 
ge K Trmes-UNI0N, of Albany, New York. Bet 

ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that city. 

JRINTERS' INK, published weekly, The rec- 

ognized and leaaing ‘\\antad medium for 
Want ad mediums. mail order articles, aavertis- 
ing noveities, printing. typewritten circulars. 
rubber stamps, Gflice devices. adwriting, half. 
tone making, and practically anything whico 
interests and appeais to advertisers and busi- 
ness men. Classified aavertisements. 20 cents 
a line per tssue flat : six words toa line, Sample 
copies, ten cents. 

NORTH DAKOTA. 
G RAND FORKS HERALD. Circ. Mar. ’06, 7,184. 
¥ kxamination by A. A. A.. June ’05._ Biggest 

Daily inN. D. La Coste & Maxwell, N. Y. Rep’s. 


OHLO. 
OUNGSTOWN VinpicaToR—Leading “Want” 
medium, le. per word. Largest circulation. 
OKLAHOMA. 
(HE OKLaHoman. Okla. City. 12.661. Publishes 
more Wants than any four Vkla.competitors, 
OREGON. 
por se JOURNAL, Daily and Sunday 
leads in ‘Want ads.” as well as in circula- 
tion, in Portland and in Oregon, 


PENNSYLVANIA. 
ies Chester. Pa.. TIMES carries from two to 
five times more ciassifled ads than any 
other paper. 


WHY DON’T YOU PUT IT IN. 
THK PHILADELPHIA BULLETIN? 
Want Ads. in THE BULL! TIN bring 
prompt returns, because “in Pbila- 
delphia nearly every body reads 
THE BULLETIN.” 

Net daily average circulation for 
pril, 1906: 

233,531 copies per day. 

(See Roll of Honor column.) 


GENERAL ADVERTISER. 


Philadelphia has a German popula- 
tion of over 350,000 (U. S. Census 


1900) . 

Th GERMAN DAILY 
GAZETTE covers this field thor- 
oughly. 

Sworn circulation, daily, 


51,508. 
Sworn circulation, Sunday, 


»465. 





SOUTH CAROLINA. 


‘I. HE Columbia STATE (©) carries more Want 
ads than any other 8. C. newspaper, 
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he NEWS AND COURIER, Charleston, 8. C. 

Great Southern Want ad medium; lc. a 
word; minimum rate, 26c. 

BRITISH COLUMBIA. 
ICTORIA COLONIST. Oldest’ established 
paper (1857). Covers entire Province. Great- 

est Want Ad medium on the Canadian Pacific 
Coast. W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Kastern Agent. 
CANADA, 
‘\HE Halifax HERALD (@©) and the Ma1t—Nova 
| Scotia's recognized Want ad mediums. 

A PRESSE, Montreal. Largest daily circula- 
i4 tion in Cansaa without exception. (Daily 
95,825. Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 
(HE DAILY TELKGRAPH, St. John. N. B., is the 

want ad 11edium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minium coarge 23 cents. 

\ rf Montreal DAILY STAR carries more Want 
advertisements than ail other Moncrea) 
dailies combinea. The FamMmLy HERALD AND 

EEKLY STAR Carries more W ant advertisemeuts 
than any viher weekly paper in Canada. 
of Dk; Winnipeg FREE PRESS carries more 

, Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nuture than are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 

“DYING RICH” NO NEWLY RE- 
COGNIZED DISGRACE. 

_In 1846 Andrew Carnegie was in his 
ninth year, still in Scotland with his 
parents. He was not yet working even 
as a bobbin-boy—-with which occupation 
his successful career began. Yet it 
seems as if the writer of the following 
editorial, which appeared in the United 
States Gazette in that year, must have 
had a prophetic vision of the future 
Andrew. At least, it shows that our 
grandfathers, some of them, saw the 
mistake of “dying rich’: 

_The desire of growing rich merely to 
die rich is one of the most foolish in- 
tentions that ever entered the heart of 
foolish man. 

Experience has fully and _ satisfac- 
torily taught the lesson that much 
wealth left to heirs is, eight times out 
of ten, not a blessing, but a curse. 
Its expectation beguiles and spoils all 
the manly powers—its possession leads 
to misjudgment, excess, and finally ex- 
haustion and ruin. 

The time will yet come when men 
of wealth will be wise enough to make 
a gradual disposition of their property 
while living—not prospective, but oper- 
ative—thereby have an eye to the use 
which is made of it, and participate in 
the greatest enjoyment that wealth is 
capable of giving: that of seeing it do 
good to others. | : ; 

They will dismiss the foolish aspira- 
tion of “dying rich.’—The Scrap Book. 
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An interesting booklet for those plan- 
ning residences is sent out by the New 
Century Contracting Company, I 
Madison avenue, N. Y brief argument 
for hollow tile and concrete construc- 
tion, it shows methods of using these 
materials by means of pictures, and in 
contrasting diagrams demonstrates the 
value of tile and concrete over old- 
fashioned brick and wood. 





PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 


INK. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 

t= Issued every Wednesday. Subscription 
price, two doliars a year, one dollar for six 
months, in advance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
ve put gown for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
dol «rs a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred, 

ween 
ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price isdemanded. 

On time contracts the last copy is repeated 
when new rent fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 

nen. 
Cuar.es J. ZinGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent. F. W. Sears, 50-52 Ludgate Hill, F.C 


__NEW YORK, MAY 23. 1906. _ 


PRINTERS’ INK is absolutely 
an independent journai, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














Ir people have wronged you it 
will do no harm to give them a 
chance to forget it. 


JosepH A. WHEELOCK, founder 
and first editor of the St, Paul 
Press, and for many years editor 
of the Pioneer Press, died at his 
home in that city May 9, aged 
seventy-five years, 

A STEP-CHILD. 

A new journal entitled to be 
regarded as a Printers’ INK baby 
has been established by F. C. 


Carahan, at 416 Elm street, Cin- 
cinnati. It is called Signs of the 





Times, and is devoted to sign- 
painting and sign-making, thus 
claiming a conhection with adver- 
tising. 
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For April the average circula- 
tion of the Aurora, Ill., Beacon, 
was 6,618, after deducting waste 
copies and those unaccounted for, 











THE San Francisco Mining and 
Scientific Press is being issued 
from Berkeley since the earth- 
quake and fire. No regular issue 
was missed, although for April 21 
it was reduced to a single page. 
The usual 54 page paper is now 
being issued, 

It is reported that the “Force 
of Life’ Company, recently ac- 
quitted of fraud in connection 
with medical treatment by mail, 
is to resume advertising. The 
company’s business is placed by 
the New York office of the Nel- 
son Chesman agency. 





Van ZANpT, JAcoss & Co., one 
of the largest collar manufactur- 
ers of Troy, N. Y., have just 
started on a campaign of adver- 
tising their Triangle brand of 
linen collars. The copy is large 
and attractive. The campaign 
has started in the Chicago news- 
papers. The business is placed by 
the Ben B. Hampton Co, of New 
York. 





THE NEW ATLANTA DAILY. 


The Atlanta Georgian, started 
April 25 by F. L. Seely, asserts 
that it began its existence with a 
circulation of 18,003 copies. John 
Temple Graves is editor, and the 
advertising department is in 
charge of George Lowman, form- 
erly a general advertising agent 
in that city. Shirley V. Brooks 
is circulation manager, 





A GOOD SHOWING. 


According to the office figures 
of Suburban Life, that magazine's 
May issue contained 9,860 agate 
lines of advertising, deducting all 
announcements of the publication 
itself. This showing is the result 
of eighteen months’ hard work 
along lines of permanent business 
building, and Frank A, Arnold, 
the magazine’s general manager, 
is proud of it, 























Don’t make the mistake of be- 
lieving that because a newspaper 
was once a good advertising me- 
dium it must always remain so. 

“A War ToKEN” is the title of 
a bizarre, but interesting booklet, 
prepared for the Algonquin Hotel, 
59 West 44th street, New York, 
by J. W.. Lindau, Jr. 


Mr. CuHArLtEs H. Eppy, 10 
Spruce street, New York, and 403 
Marquette Building, Chicago, has 
been appointed special representa- 
tive for the New York Tribune in 
the Western field. 


Marshall Field 
store building, at the corner of 
State and Washington _ streets, 
Chicago, is to be torn down to 
extend the new building that has 
grown up around it. It has been 
standing twenty-five years, and 
was Marshall Field’s first _ 
retail establishment. 


THE original 





NEW OFFICERS OF WASH- 
INGTON “STAR.” 


Theodore W. Noyes, for two 
years at the head of the Washing- 
ton Star, has been elected presi- 
dent to succeed the late S. H. 
Kauffmann. Rudolph Kauffmann 
succeeds Mr, Noyes as treasurer, 
and the latter retains the place of 
associate editor-in-chief, 








“TuHere’s a Reason” is a sen- 
tence that appears to be growing 
more and more popular outside of 
the advertising field in which it 
is employed. Thus, very recently 
the New York Herald used it as 
the concluding line, which was 
also a paragraph of an editorial, 
and on May 2d it was the head 
of a cartoon in the same paper. 
Two days later, the Brill people 
of the metropolis inserted it as 
part of a large head to one of 
their announcements, viz: “There’s 
a Reason Why You Should Buy 
Brill Clothes.’ All these little 


things, no doubt, refresh the mind 
of readers as to the preparations 
in whose publicity battle it gives 
such 


excellent service, 
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Tue Real Estate Salesman of 
Philadelphia has been merged 
with Real Estate, of Amsterdam, 
N. Y., which will hereafter be 
issued in Philadelphia by the Na- 
tional Real Estate Exchange, Inc. 





SAMUEL BOWLES. 


It was a notable address that 
Samuel Bowles of the Springfield, 
Mass., Republican, delivered be- 
fore the State University at Co- 
lumbus, Mo., on the 4th of May. 
Its subject was: “The Indeperd- 
ent Press.” 








TEN years ago Alfred E. Scott, 
of Scott & Bowne, proprietors of 
Scott’s Emulsion, took charge of 
that company’s London interests, 
and has since lived abroad. He 
is now visiting in the United 
States for the first time since his 
migration. 





THE semi-weekly edition of the 
Topeka Capital has been trans- 
formed into a weekly, and to get 
wider circulation is mailed to 
subscribers for twenty-five cents a 
year. It is a farmer’s newspaper 
circulating in Kansas, Oklahoma 
and Indian Territory. 





“SELLING More Goods” is the 
title of a booklet put out by Ed- 
mund Bartlett, an advertising 
agent, of 395 Broadway, New 
York, to advertise his own busi- 
ness. The 28 pages, of which the 
booklet consists, touches on many 
phases of the art of advertising. 





THE Messrs. J. F. Taylor & 
Co., of New York, who sell the 
Hinkley edition of the Bible, one 
which gives us the Scriptures in 
large type in several volumes, 
without division into chapters and 
verse, make this interesting state- 
ment as to selling their wares: 
“Our plan of selling is to send a 
letter, and when we receive the 
reply card, to follow it up with a 
personal call, sending the circular 
material by mail in advance.” In 
our experience we have found 
that one personal call is worth 
more than fifty follow-up systems, 
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THE average number of copies 
printed by the La Fayette, Ind., 
Courier, for 1905, was 4,826 daily. 
The Courier is eligible to Print- 
ERS’ INK Roll of Honor. 





SAMUEL Davis, founder of the 
Page-Davis School of advertising, 
has opened an office at 500 Fifth 
Avenue, New York, for the prep- 
aration of advertising copy. 





Durine April the McKeesport, 
Pa., News carried 14,206 inches 
of local display advertising, which 
is 4,328 inches more than was 
carried in April, 1905, so the pub- 
lishers assert. 





Wallace's Farmer, of Des 
Moines, claims to be the only 
farm paper published in Iowa that 
requires pay in advance for sub- 
scriptions, and stops them at ex- 
piration. For the quarter-year 
ending April 6 the average num- 
ber of copies printed weekly was 
45,000. 





Tue Boston Advertiser is now 
in the hands of J. W. Dunphy, who 
succeeds the late W. E. Barrett as 
publisher. The paper’s price has 
been reduced to two cents, and its 
character as a financial journal 
augmented by a general news ser- 
vice. A daily edition of 28.000 
is claimed, said to be larger than 
that of any business daily east of 
New York. 








ST. ALBANS (VT.) “MES- 
SENGER.” 
We believe our announcement 


in the “Roll of Honor” gives us 
greater benefit in its influence on 
advertisers than could be derived 
from the same expenditure in any 
other channel of publicity open 
to a newspaper in presenting its 
claims to advertisers. 
The fact that only papers giving 
detailed circulation statements 
“according to Rowell” are eligible 
is what gives this service its pe- 
culiar Tetieene-The St. Al- 
bans Messenger Co., St. Albans, 
Vt., March 13, 1906. 
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CHARLES OTIS GarTEs, formerly 
president of the Royal Baking 
Powder Co., whose wife was Miss 
Hoagland, died May 8 in New 
York City, aged fifty-four. He 
retired from business only a few 
months ago, 





TO PROMOTE BANK AD- 
VERTISING., 


A four-page periodical, the 
Banking Publicity Builetin, has 


been started by the Banking Pub- 
licity Association of the United 
States, formed last year at the 
bankers’ convention. It will pre- 
sent financial advertising ideas 
and discussions to members. 
Frederick Phillips, secretary of 
the association, and also ot the 
Lincoln Trust Company, New 
York, is editor, and recommends 
to members PRINTERS’ INK as a 
critic of advertising and a jour- 
nal devoting much space to bank 
and trust company publicity. The 
Banking Publicity Bulletin will 
nike a feature of criticisms of 
financial advertising literature, 





To those who appear to be al- 
lowing their policies to lapse, the 
premium cashier of the New York 
Insurance Company sends the col- 
umn editorial issued by the Even- 
ing Sun of New York City, under 
the title of the “Lapsed Policies 
of the Poor,” in which that news- 
paper dwells upon the foolishness 
of those who allow life policies to 
lapse because present investiga- 
tion has brought to light certain 
errors of business administration 
now being corrected by law. The 
editorial makes an_ excellent 
showing for the wisdom of those 
who refuse to be frightened, since 
even Senator Armstrong is quot- 
ed as inducing them to exhibit 
patience and courage “until the 
best service is rendered to the 
greatest number.” Incidentally, it 
may be observed that the efforts 
of this life company in its follow- 
up is most persistent in its efforts 
to those who need a little more 
time or special inducements, for 
pecuniary difficulties, at times 
when premiums are due. 
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Joun F. Carrott has assumed 
the editorial and business man- 
agement of the Portland (Ore.) 
Evening Teliegram. Since going 
to that city from Denver three 
years ago he has been editor of 
the Portland Journal. 





THE all-night bank in New 
York has set an example for 
other lines of business. George 
R. Lyon & Co., 22 West 33d 
street, now advertise as the “day 
and night real estate brokers.” 
Their main office, in the heart of 
what is said to be the greatest 
real estate situation in the world, 
is Open every business day until 
eleven p. m. 





“REPUBLICAN” EDITOR 
HONORED. 


Charles M. Dickinson, editor and 
proprietor of the Binghamton, N. 
Y., Republican, has recently been 
appointed a  Consul-General-at- 
Large. The appointment was 
made under the new law which 
provides for the promotion of five 
experienced men from the con- 
sular body, whose duty it shall be 
to examine all the consular offices 
throughout the world and report 
to the Secretary of State upon the 
condition found therein. Mr. 
Dickinson is at present Consul 
General at Constantinople. 





McCLURE INTERESTS 
DIVIDE. 


John S. Phillips, associated with 
. S. McClure in McClure’s 
Magazine and McClure, Phillips 
& Co., has sold his interests in 
those companies to Mr. McClure 
and retired. Oscar W. Brady has 
been elected treasurer of both 
companies to succeed him. This 
action followed the recent quar- 
rel among the writers and editors 
of McClure’s, and it is stated, 
though not authoritatively, that 
Mr. Phillips intends to found a 
new magazine in association with 
McClure’s former contributors. 
Mr. Phillips has been a close 
friend of Mr. McClure for twen- 
ty-five years, and they were at 
college together, 
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When you order a suit of 
clothes you don't tell the tailor 
man that anything will do, so long 
as it covers you. 


You want results, 


That is to say, that as long as 
you have to buy clothes anyway 
you want the kind that makes you 
a well-dressed man. 


o* %* * 


The printed word is the cloth- 
ing of the thought. If the things 
you think about your business are 
of sufficient importance to be 
communicated to your possible 
customers they should be clothed 
adequately and appropriately, 


It is not a question of type and 
paper; it is not always a question 
of price; but it is always a ques- 
tion of knowledge, ability, experi- 
ence, thought and the application 
of the true artistic element. 


* * * 


We are artist-printers; we 
make printed matter truly repre- 
sentative of the goods it adver- 
tises, and our work produces the 
results the advertiser seeks, 


THE ETHRIDGE-KENNEDY 
COMPANY, 
Hartford Building, 
41 Union Square, 
Telephones 4847-8 Gramercy, 
New York City. 
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BEForE adjournment the New 
York State Assembly killed a bill 
passed by the Senate which pro- 
vided for labeling proprietary 
remedies. It was originally de- 
signed to punish violations by 
criminal proceedings. Then it 
was amended to civil proceedings, 
Then it died. 





OFFICERS OF PUBLISHERS 
E 





At the annual meeting of the 
Publishers’ Press in New York 
City several changes were made in 
the directorate, which now stands 
as follows: Frank A. Munsey, 
Washington Times and Boston 
Journal; Lynn R. Meekins, Balti- 
more Herald; W. J. Connors, 
Buffalo Courier and Enquirer; 
Thomas P. Peters, Brooklyn 
Times; J. B. Shale, James Ras- 
cover, New York Bureau; An- 
drew McLean, Brooklyn Citizen; 
T. J. Keenan, Pittsburg, O.; S. 
‘Hershman, Pittsburg Press; R. 
S. Lowry, Erie Herald; Charles 
J. Bellamy, Springfield (Mass.) 
News; H. D. Burrill, Syracuse 
Journal. J. B. Shale, of New 
York, is president and general 
manager; Andrew McLean, vice- 
president, and T, J. Keenan, sec- 
retary. 





AFTER THE PROPRIETARY 
MEN 


The United States Government. 
through the attorney-general, has 
filed in Indiana a suit for an in- 
junction against the Proprietary 
Association of America, the Na- 
tional Wholesale Druggists’ As- 
sociation and the National Asso- 
ciation of Druggists, charging 
that these bodies constitute a drug 
combine, or trust, and regulate 
prices. This action has grown 
out of Government investigations 
that preceded the case of Henry 
W. Loder, a Philadelphia cut-rate 
druggist who recently won a suit 
against various drug organiza- 
tions. Lucien B. Hall, of Cleve- 
land, president of the National 
Wholesalé Druggists’ Association, 
says the suit is unwarranted, and 
that his association is not com- 
bined to regulate prices. 





DEPARTMENT STORE 
PARADE. 


Several cities now hold annual 
parades of work-horses, and R. 
H, Macy & Co., the New York 
department store, holds a similar 
event of its own in an annual 
parade of delivery wagons. This 
year it occurred on May 7, and 
included the entire teaming ser- 
vice—ninety delivery wagons, ten 
automobiles, ten shipping trucks, 
fifteen furniture trucks and_ six 
vans. The line started at Nine- 
teenth street and Seventh avenue, 
through Seventeenth street to 
Fifth avenue, to Twelfth street. 
Fourth avenue, Twenty-sixth 
street, Fifth avenue, Forty-ninth 
street, Seventh avenue, Thirty- 
ninth street. Broadway, then 
down to Thirty-fourth street. 





In looking over the summaries 
of newspaper editions printed (as 
gleaned from the reports of the 
last sixteen years in Rowell’s 
American Newspaper Directory), 
that have appeared in  PriNt- 
ERS’ INK, no one can fail to be 
impressed with two conditions 
shown to exist among the news- 
papers of each and every State. 
The first is that definite  state- 
ments of the number of copies 
printed are put forth by but few 
papers. And the next that the 
few that do issue such statements 
are the ones that get the foreign 
business. On examination of the 
papers themselves, they are found 
also to receive the lion’s share 
of the home advertising patron- 
age. It is not strange that a great 
majority of newspapers shrink 
from allowing the size of the edi- 
tions they put out to be definite! 
known. If they should all pro- 
claim the facts as they exist, the 
number of papers that would re- 
main alive, a twelve-month after 
the exposure, would be reduced 
one half. It is said that, although 
an oyster may not have much 
sense, it has enough to know when 
to keep its mouth shut. It is 
not strange that even the most 
unsuccessful newspaper publisher 
should have as much sense as an 
oyster, 
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NOT DRAGOONED OR IM- 
PORTUNED. 
The Herald of of New York 


makes this original plea for the 
use of its advertising space in a 
recent Sunday issue: 

Think of it as you look over the hundreds of 
columns of advertising in the Hera/d to-day; 
not one of these advertisers has been dragooned 
or importuned into using this space. It is all 
a voluntary recognition of the business-bring- 
ing power of the Herald, 





A way has been found to pre- 
pay a letter from foreign coun- 
tries. The International Postal 
Congress, at Rome, has adopted 
a provision for selling coupons in 
every country at the price of the 
return stamp a_ correspondent 
wishes to enclose in a letter ~to 
some foreign nation. The coupon 
is traded by the recipient for a 
stamp of his ewn country. 





To see poetry in the columns of 
“Situations Wanted” is certainly 
an innovation. Note the fol- 
lowing: 

A word to the wise 

Who advertise 

And want a good ‘‘copy’”’ man! 
My brain just teems 

With brilliant schemes, 

And your work I’ll carefully plan, 
Epigrams terse 

Or a dash of verse, 

I pour from my ready quill. 

Or, if you propose 

To use trenchant prose, 

I’ll manage to fill the bill. 
Address AD WRITER, 317 Herald. 





DINNER TO GENERAL 
AGENT. 


Thirty newspaper 
ing men recently gave a dinner at 
Shanley’s New York, to George 
B. Van Cleve, head of the agency 
that bears his name. Ralph Til- 
ton, of the Delineator, presented 
Mr. Van Cleve with a loving cup, 
any many of his clients were pre- 
sent. The committee on arrange- 
ments consisted of Charles J. 
Billson, Paul Block, Wallace 
Brooke, Paul Bradt, Thomas Y. 
Crafts, Percy K. Crocker, Wil- 
liam A. Deering, Frank Gray, I. 
A. Klein. Frank McLaughlin, 
Ralph Tilton, Clarence Vernam, 
George Emmons White, and Louis 
Wiley, 





and advertis- 


PRINTERS’ INK, 








29 

MR. BEALE WRITES WIL- 
BUR COPY, 

In an article published in 

Printers’ INK April 18 it was 


stated that the Presbrey agency. 
New York, prepares the copy of 
Wilbur’s Cocoa. This advertis- 
ing, however, is written by Mr. 
Beale, advertising manager for H. 
O, Wilbur & Sons, Philadelphia. 





A BILL restricting sign advertis- 
ing has been introduced in the 
New York State Assembly. It 
provides that no bulletin shall be 
built upon the roof of a building 
except for the advertisement of 
the structure’s lessee, and that 
such bulletins shall be four feet 
high, and no more, and_ that 
fences for advertising around va- 
cant lots shall be only eight feet 
high. Similar bills passed in 
other States have usually been de- 


clared unconstitutional, 

THE W ASHINGTON, DD; C, “SUN- 
DAY STAR.” 
Wasuincton, D. C., May 9, 1906. 

Editor of PRINTERS’ INK: 
The month of April was the first 


month of the second year of the issue 
of the Sunday Star in connection with 
the publication of the Evening Star, 
and it might be of interest to pub- 
lishers generally and the advertising 
world to know the effect of the Sunday 
Star upon the business of the Evening 
Star. 

This can be brought out in no better 
way than by comparing the Star’s ad- 
vertising for the month of April, 1906, 
with the month of April, 1905. .It was 
thought by many when the Sunday Star 


was started that whatever business 
went to the Sunday Star would be 
drawn from the Evening Star. 


April being the first month on which 
a comparison can be made shows that 
the Evening Star alone gained 184 col- 
umns of advertising, which is an av- 
erage of more than 7 columns a day, 
or over a page each issue. 

The Sunday Star gained in five is- 
sues 200 columns, an increase of nearly 
6 pages of advertising each issue. The 
whole amount of advertising printed in 
the Evening Star ‘during the month 
was 2.173 “columns, and the Sunda” 
Star 627 columns, or a total of 2,800 
columns. 

During the same time the Star’s two 
daily and Sunday contemporaries lost 
on both daily and Sunday, to some ex- 
tent, but the great gain in the Even- 
ing and Sunday Star was new business. 

Yours very truly, 
Eventnc STAR Newspaper Co., 
Fleming Newbold, Assistant Mgr. 


THE 
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ANOTHER NEW YORK 
DAILY. 

Albert Pulitzer, brother of the 
New York World’s publisher, has 
announced his intention to estab- 
lish a new daily in New York next 
fall. He believes that the me- 
tropolis is not getting all it might 
in the way of newspapers, and 
Says that those now published are 
dull. Years ago Mr. Pulitzer 
published the New York Morning 
Journal, a sensational daily, but 
his proposed venture will not pat- 

tern after that early success, 





Tue Philadelphia North Amer- 
ican, which traces its pedigree as 
a publication to Benjamin Frank- 
lin, adorns one of its recent fold- 
ers with a reproduction of the 
Franklin portrait, which Major 
Andre took from the Franklin 
home in Philadelphia, during the 
British occupation, and which 
Earl Grey, the present Governor- 
General of Canada, recently re- 
turned to this country; the pic- 
ture having remained in his fam- 
ily since Sir Charles Grey, to 
whom Andre presented it, carried 
it to England 129 years ago. 


SPECIAL POSITIONS. 


The following recently appear- 
ed as an editorial paragraph in 
PRINTERS’ INK: 

SAID BEFORE. 


The greatest fallacy floating around in news- 
paper officers is the special position fallacy. 


With reference to this the Chi- 





cago Bakers’ Helper (®®), a 
most excellent trade journal, 
writes: 


Will you be kind enough to elaborate a little 
on the statement madein your last issue, as 
per clipping attached. Probably you have 
already done so fully; but it willnot do any 
harm to say a word more in explanation of the 
position you take. Andespecially as you have 
sent out a good deal of literature to publishers 
calling attention to a “special position” in 
PRINTERS’ INK. 

If Mr. CJissold; the publisher of 
the Bakers’ Helper will again ex- 
amine the literature sent out by 
the Little Schoolmaster, or to be 
sent out, he will find that Print- 
ERS’ INK, never calls attention to 
special positions except by dis- 
couraging them, or by charging 
double price, if granted at all. 


PRINTERS’ INK. 


J. H. FreymMann, the American 
agent for Callier’s Chocolate, is 
undertaking an experimental 
newspaper campaign in the East. 
The business is being placed by 
the Ben B. Hampton Co. 


WHITNEY REACHES THE 
QUARTER ‘POST, 

Last week William A. Whitney 
completed twenty-five years of 
continuotis service for the Phelps 
Publishing Compatiy, of Spring- 
field, Mass. The concern was 
known as Phelps, Sanderson & 
Co. when Mr, Whitney entered 
their employ, at the age of 
eighteen. In 1899 he was made a 
director of the company, and in 
addition he now holds the office 
of vice-president of Orange Judd 
Company and treasurer of Good 





Wituram A, Wuitney, 


Housekecping. Since 1888 he has 
had full ‘charge of the advertising 
department of the company, which 
at present controls five publica- 
tions. 

Mr. Whitney’s energy and re- 
sourcefulness have been most im- 
portant aids to the steady devel- 
opment of advertising in his pub- 
lications. He is a young man, de- 
spite his long. service, and it 
would be unwise to predict the 
volume of prosperity he may yet 
secure for himself and the Phelps 
Publishing Company, 

















Tue New York Telephone Co. 
is making a hard fight to mould 
public opinion against allowing 
two companies to secure this me- 
tropolitan monopoly. In addition 
to large advertisements, letters 
sent to merchants and others in 
New York, it inserts three line 
newspaper announcements like 
these: 

Mayor Tom L. Johnson of Cleveland says: 


——‘“T'wo telephone companies in one city are 
an absolute nuisance.” 





Two telephone systems in New York would 
meau for business men two books to consult, 
two bells to answer, two bills to pay. 





‘NEW EVENING PAPER IN 
IOWA. 


The Daily Nonpareil, of Coun- 
cil Bluffs, Iowa (Victor E. Ben- 
der, manager), announces the es- 
tablishment of an evening edition, 
under the title the Evening Non- 
parcil, All advertising matter will 
appear in both editions. It is 
stated that a preliminary canvass 
made in Council Bluffs and the 
immediate vicinity, yielded 4,000 
subscriptions to the evening edi- 
tion, making the combined circu- 
lation of the morning and evening 
editions in excess of 12,000 copies 
daily. The Nonpareil is the only 
daily published in Council Bluffs, 
a city of 25.000 inhabitants. 





Tue Minneapolis Journal claims 
to have broken all advertising rec- 
ords of the Northwest, by print- 
ing during the month of April a 
total of 728,728 lines of advertise- 
ments. The daily edition of the 
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Henry S. How .anp, an adver- 
tising writer and adviser, has 
moved from 1 Madison avenue, 
New York, to down town offices 
in the Potter Building, Park Row. 





TALES OF TWO CITIES. 


Chicago’s commercial magazine, 
the Great Central Market: is now 
issued quarterly, and includes il- 
lustrated articles on the city’s 
wholesale and jobbing. Fifty 
thousand copies are mailed each 
issue to Western merchants. 

For the information of visiting 
merchants the Merchant’s Asso- 
ciation of New York has publish- 
ed a compact handbook of the 
city, showing restaurants, hotels, 
theaters, street-car routes, etc. It 
has separate maps of streets, dis- 
tances, hotels and theaters. On 
the first the city is divided in 
squares of one-half mile; the sec- 
ond shows steamship lines, piers, 
ferries, subway, elevated and 
crosstown lines; the third indi- 
cates, by little squares, the exact 
location of all hotels and theaters, 
This book is sent to all city, 
county and state officers, commer- 
cial organizations, libraries and 
trade papers in the United States, 
and a copy is given free to every 
merchant who registers at the 
association’s headquarters. 





ALLEGED “DAMPHOOLISM.” 
New York, May 14, 1906. 
Larkin Company, — wy. Fe 
GENTLEMEN—Most likely you have a gran- 
ite quarry underneath the surface of some part 
of your business which you have been treating 
as poor farming land. 
Perhaps it’s better than granite; maybe it’s 


Journal is now sold for one cent gold 


a copy, or in connection with the 
Sunday Journal, established some 
months ago, for ten cents a wee 
for the two. The average circu- 
lation of the daily during April is 
said to have been 71,738 copies, 
and of the Sunday edition, 71,557 
copies. With the exception of the 
Minneapolis Tribune and Farm, 
Stock and Home, also of Minne- 
apolis, the Journal is the only pa- 
per in the State of Minnesota that 
thus far has had the courage to 
avail itself of the Guaranteed Star 
in Rowell’s American ‘Newspaper 
Directory, s 


‘old. ; 
We can find it and help you quarry or mine 
it. 
We can demonstrate how we did this sort of 


k thing for some of themost successful busi- 


nesses in this country. They found no risk in 
dealing with us, We prove as we go. 
We write to ask if you are interested in in- 
creasing your business. 
Yours truly, 
Jos. A. Ricuarps & Starr, 
Per Harry Osgood. 


Burrato, N. Y., May ts, 1906. 
Printers’ INK, 10 Spruce St., New York: 
GENTLEMEN—The attached is submitted as 
a sample of damphoolism. Why should we be 
interested in the proposition of a quarryman to 
undermine our factory? 
Yours very truly, 
LarkKIn Co., 
Soapmakers, Perfumers, Chemists, Importers, 
D. D. Martin, Secretary. 
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Rurus N. Ruopes, sole owner 
of the Birmingham, Ala., News, 
and its founder in 1888, has trans- 


ferred a one-fourth interest in 
that paper to seven of his right- 
hand men who are heads of de- 
partments, 





MAGAZINE DINNER. 


The chief address at the dinner 
of the American Periodical Pub- 
lishers’ Association, held at At- 
lantic City May 4, was made by 
Ex-President Grover Cleveland. 
More than 400 guests and mem- 
bers listened to his speech on 
“Magazines and Newspapers,” in 
which he pointed out the essential 
differences between the two vari- 
eties of periodical, and sounded a 
warning against untempered 
magazine criticism of public af- 


fairs. Senator Everett, of New 
Jersey, Rev. Henry Van Dyke, 
Paul Morton, Mayor Weaver, 
Bishop Talbot, John S. Wise and 
Edwin Childs Carpenter also 
spoke. Magazine publishers and 


advertising men present were: 
Scribner's—Charles Scribner, J. Rowland 
Mix; American Magazine — Frederic L. 
Colver, William Morrow; Harper’s Magazine 
—A.D. Chandler; Outing Magazine—Casper 
Whitney; Independent—Charles W. Bowen; 
Success—Orison S. Marden, Edward E. Hig- 
gins; Saturday Evening Post—George H. 
Lorimer; Century—Charles F. Chichester; 
National—J. M. Chapple: Review of Reviews 
—Albert Shaw, Charles D, Lanier; Appleton’s 
Magazine—Joseph Sears; Burlington Maga- 
zine—Robert Grier Cooke; Cosmopolitan— 
George Von Utassy; Farm and Home—Wil- 
liam A. Whitney; Delineator—George W. 
Wilder, Ralph Tilton; Churchman—Marshall 
Mallory; Atlantic Monthly—MacGregor Jen- 
kins; Farm Journal—Charles F. Jenkins; 
Sunday School Times—Willis R. Roberts; 
Etude—Thedore Presser; Outlook— Lawrence 
F. Abbott, Hamilton W. Mabie, William B. 
Howland; Suburban Life—Frank A. Arnold; 
Lippincott’s—J. B. —— A. C, Balch, 
J. Berg Esenwein; McClure’s —S. S. McClure, 
Oscar W. Brady, John S. Phillips, John N. 
Trainer; Ladies’ Home Journal—Edward 
Bok, P. S. Collins; Leslie’s Weekly—John A. 
Sleicher; American Agriculturist—Thomas A. 
Barrett; Little Folks—S E. Casino; Christian 
Endeavor World—-G. W. Coleman; Ainslee’s 
--John E. F. Pribyl, Ormund_ G, Smith; Pic- 
torial Review—H. E, Smith, Everett D. 
Trumbull; Current Literature--E. C. Locke; 
Literary Digest—R. J. Cuddihy; World’s 
Work and Country Life in America—F. N. 
Doubleday, Walter H. Page; Munsey’s— 
Frank A. Munsey; Everybody’s—E, J. Ridg- 
way, John Adams Thayer; Christian Herald— 
Louis Klopseh, P. S. Broomfield, A. T. 
Vance; Pearson’s—Arthur W. Little; Life— 
Andrew Miller; Collier’s Weekly—Conde 


Nast; Good Housekeeping-J, M, Cunning- 
ham, 
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A. S. BARNES & CO. BUY 
PERIODICALS, 
A. S. Barnes & Co., the well- 


known New York book publishing 
house, have lately acquired four 
educational periodicals from the 
United Educational Company, and 
are now issuing them in finer 
form. They comprise the School 
Journal, a weekly going to school 
principals and superintendents, 
Our Times, a weekly chronicle of 
general events for young people, 
Educational Foundations, a 
monthly devoted to the theory 
and practice of teaching, and the 
Teachers’ Magazine, a monthly 
for school teachers. 





THE CRITIC CRITICIZED. 


500-506 SCHOFIELD BLDG., 
C.EVELAND, May 14, 1906. 
Editor of Printers’ INK: 

We have read with considerable smuse- 
ment the criticism in your issue of May 2d 
of your art critic on the Detroit Auto Marine 
Co. advertising, now running in the maga- 
zines, for which we are responsible. 

We are somewhat uncertain as to what 
really constitutes good advertising cr what 
its real purpose may be, after reading the 
conflicting criticisms of Mr. Ethridge and his 
partner, Mr, Kennedy, who, you wiil remem. 
ber, informed us some time ago that the 
Pears and Proctor & Gamble people were 
suffering from mental aberration in using 
“five per cent of selling effect in pretty 
pictures and empty catch phrases.’’ Yet 
neither one of these concerns can be accused 
of losing sight of the artistic side of adver- 
tising. Pears has used from time to time 
the work of real artists—you remember 
“*Bubbles”’ was by Millais—and the Proctor 
& Gamble people are possibly guilty of being 
the most artistic advertisers the country has 
ever known. ’ 

Of course, we don’t know whether they 
consider their advertising successfnl or 1 ot. 
We unders:and they have both grown quite 
prosperous, however, and as they haven't 
changed “their pointless pictures,’’ we as- 
sume they are satisfied. 

The advertising that so affected Mr. Eth- 
ridge’s artistic temperament in ‘presenting 
such a distressing appearance’’ was not de- 
signed by a Millais, neither was it designed 
to appeal to the “unconvertable”’ soul of an 
esthetic critic, but to sell Detroit Auto 
Marine Gasoline Engines—and_ that it is 
doing this is evidenced by the fact the 
Detroit Auto Marine Co. are unable to fill 
their orders and are running behind each 
day, notwithstanding the fact that their 
plant has a capacity of 50 complete engines a 
day. 

Of course, the results might be greater if 
this advertising were more in keeping with 
Mr. Ethridge’s artistic ideas, and yet it might 
not. So, like Pope, we. ask, ‘‘Who shall de- 
cide when doctors disagree ?”’—especially 
when these doctors, even though represent- 
ing different schools of advertising, are parte 
ners. Very truly yours, 

THE Burret & Fow er Co,, 
Prescott Simpson, 





























PRINTERS’ INK. 
A USEFUL GUIDE. 


How many readers of PRINTERS’ 
Ink know that if you make a 
photo-engraving of the American 
flag by either the “direct” or 
“half-tone” process, the red stripes 


three-color process, but if you 


tion of a colored object or sketch 
it must contain no blue, for this 
color photographs white, 

The accompanying diagrams 
show just how colors reproduce in 
| photo-engravings. The panel on 
the left is engraved by the half- 
tone process; that on the right by 
the direct process, in which no 
screen is used. The original color 
sketch from which both these en- 
gravings were made was a panel 


lows: 
1—White. 6—Green. 
2—Rcd. 7—Orange. 
3—Blue. 8—Brown, 
4~ Yellow. 9—Black. 


5 —Purple. 
It will be seen, by reference to 


same value as white (No, 1) when 
reproduced photographically. The 
other colors photograph black 
when reproduced by the direct 


black when reproduced by the 
3 half-tone process. In the case of 
green and orange (Nos. 6 and 7) 
the colors were not applied evenly 
in the original drawing, which ac- 
counts for their mottled appear- 
ance in the reproductions. 

These diagrams will be found 
useful for reference when one has 
occasion to reproduce a colored 
design. Advertisers have some- 
times taken the trouble to ink in 
portions of a design printed in red 
or yellow. not knowing that these 


way. Others who imagined that 
blue would photograph like black 
have sometimes found an import- 
ant part of their design missing 
when the plate came from the 
photo-engraver. Instructions for 
the photo-engraver may be safely 











are the only portion of Old Glory } 
that will be caught by the camera? § 
You can get all the tints by the 





want a black and white reproduc. } 





divided into nine spaces, each 
painted a different color, as fol- § 


the diagrams, that blue and purple i 
(Nos, 3 and 5) have nearly the {: 





process, and a shade lighter than f 


colors will reproduce black any- J 


as 
rs 


4 
ey 





34 PRINTERS’ INK. 


marked on the face of a drawing 
in blue lead pencil since they will 
not appear in the finished plate. 
This idiosyncrasy of blue may 
also be taken advantage of by the 
advertiser who fears that some 
competitor may steal his designs. 
Print them in blue and the would- 
be borrower will be balked, 
Sea ee 
THE SECOND-CLASS' RATES. 


Editor of Printers’ INK: 

All indications point to a revision of 
the postal laws relating to second-class 
matter at the next session of Congress, 
Publishers are dissatisfied with existing 
laws and- regulations and clamorous for 
a change. The Postoffice Department 
recognizes the absurdity of existing 
conditions and its officials frankly de- 
nounce the present statutes as unsuited 
to modern requirements. Members of 
Congress are harassed by a multitude 
of controversies between their constit- 
uents and the Postoffice Department. 
Everybody wants a revision of the 
whole subject. 

Two important steps have been pro- 
posed looking to a revision. Represen- 
tative Overstreet of Indiana, chairman 
of the House Committee on postoffices 
and post roads, caused to be incor- 
porated in the postoffice appropriation 
bill at the present sessions of Congress 
a provision that “the Postmaster-General 
shall require a record from July 1st to 
December 31st, 1906, of all second-class 
mail matter received for free distri- 
bution, and also at the one cent a 
pound rate, so as to show the weights 
in pounds, respectively, by classes, of 
daily newspapers, weekly and other 
than daily newspapers, magazines, 
scientific periodicals, educational peri- 
odicals, religious periodicals,  trade- 
journal periodicals, agricultural period- 
icals, miscellaneous periodicals, and 
sample copies of said newspapers, 
magazines and periodicals, and make 
report to Congress of such information 
by February 1, 1907, together with an 
estimate of the average length of haul 
of said respective classes above 
named;” and appropriating $25,000 to 
cover the expense involved. After the 
bill had passed the House, Postmaster- 
General Cortelyou sent a communica- 
tion to Senator Penrose of Pennsyl- 
vania, chairman of the Senate Com- 
mittee, recommending the appointment 
of a postal commission of seven mem- 
bers to inquire into the subject of sec- 
ond-class mat’'er with a view to a re- 
vision of the laws, its report to be 
made not later than December 10, 
1906; the commission to be_representa- 
tive of the Senate and House, the 
Postoffice Department, the several 
classes of newspapers and magazines 
and a seventh member, presumably an 
expert statistician, to be selected by 
the six others. The Cortelyou bill also 
provides for an appropriation of $25,- 
ooo. Although the Senate Committee 
did not at once act upon the Post- 
master-General’s suggestion, it seems 


probable that both measures will be in- 
corporated in the bill; and this means, 
in all probability, a new law in 1907. 
There is much talk of increasing the 
postage rate on some or all of the 
classes of publications of the second 
class but it will probably all end in 
talk. Publishers have already givcn 
the public, in lower subscription prices, 
the benefit of the pound rate, and can- 
not recoup themselves for increased 
postage by advancing their prices. The 
rate of one cent a pound ($1 per hun- 
dred pounds), is a generous transpor- 
tation charge for carrying and dis- 
tributing publications, fully double 
what they pay for transporting white 
paper. To double the rate’ would wipe 
out the profits of thousands of publi- 
cations and to triple it (making it 3 
cents a pound as has been proposed in 
Congress), would force a majority of 
publications to go out of business. The 
fact that the railroads are paid a most 
generous price for carrying mail matter 
affords no real excuse for charging 
publishers more than the service is 
worth, and one cent a pound is a 
heavy freight or even express rate. 
The outcome will probably be a 
simpler law, providing for only three 
or four classes of mail matter. There 
should be no change as to sending pub- 
lications free in the country except to 
confer equal rights on all publications 
except dailies in their own cities. The 
one cent a pound rate should be con- 
tinued on the regular, bona fide circu- 
lation of all legitimate publications. 
Second-class mail matter is the most 
prolific source of first-class or letter 
mail, and must be fostered for the good 
of the postal revenues. A double rate 
—2 cents a pound, or $2 per hundred 
pounds—might be imposed on all sam- 
ple copies, and all extraordinary issues, 
whether sent by the publisher or others, 
and all restrictions as to numbers of 
sample copies removed. 
Joun J. Hamitton. 
Des Mornes, Iowa, May 15, 1906. 


+2 


Tue circulation books of a modern 
newspaper that does business honestly 
and without trying to mislead the ad- 
vertiser in any way, must at all times 
be open for the inspection of the men 
who propose to spend their good money 
in its advertising columns. They must 
also be given the freedom of the press- 
room, so that they may see for them- 
selves the number of papers printed 
and the manner in which they are dis- 
tributed. The owners of newspapers 
who are not willing to back up their 
circulation claims by granting adver- 
tisers such privileges, are not doing 
business on the level.—Observer Pub- 
lishing Co., Washington, Pa. 

RE aE 


NowHeERE, perhaps, is the sandwich 
man subject to more stringent regula- 
tion than in London. He must walk 
near the curbstone, but not on the pave- 
ment, and not within thir y yards of 
his nearest placarded comrade. In case 
the sandwich man does not fulfill these 
rules he may be arrested and fined.— 
Pittsburg Post, 
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A PART OF THE CONTRACT, 


The publishers of the St. Louis, Mo., 
Interstate Grocer, guarantee that its cir- 
culation shall never be less than 5,000 
copies per issue and invites the most 
searching investigation, agreeing to al- 
low any advertiser the unconditional 
privilege of examining the private books 
and records to prove such claim. Any 
bad faith in that regard is to operate 
as a cancellation of contract, and it 
shall constitute a binding and incontest- 
able claim on this company for resti- 
tution of all monies paid by the ad- 
vertiser on the contract and as a pen- 
alty such advertiser shall have the un- 
deniable right to use up the remaining 
portion free of all charge. 


The Interstate Grocer has join. 
ed the Roll of Honor, having fur- ,, 
nished Rowell’s American News- 
paper Directory for 1906 a detail- 
ed and satisfactory circulation 
report. 





WHEN experience has made a 
man’s work better, he has a right 
to charge more for his services, 
not merely because of the experi- 
ence, but because of the improve- 
ment which study and experience 
have added to his skill and knowl- 
edge. 











“Ir is useless to oppose a man 
who uses his stumbling blocks as 
stepping stones.’ 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly cont. ct 
puid wholly in advance of jirst publication. 
Display type and cuts may be used without 
extra charge. but if a ified position is 
asked for an Cosy bomen oN and granted, 
double price will be deman 

WANTS. 
[HE circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper jn America by more than 

100,000 copies per day. 

V 7 ANTED—An advertising man for a Provi- 

dence, R.1., clothing and cloak concern. 

State former position, age ant salary. Address 


“C. M.,” care of Printers’ In 
ngaged 
tions 
HAP- 











T WELVE offices and over 350 res 
— plecing: high grade men in 
paying $1000-$5000: write for booklet 
BUors, Suite 611, 309 Broadway, N. Y. 


A*S ag ge catalog ‘g maker seeks position; 

had 15 years’ printing experience; 
Pe | kacwielee of A gpd J and com- 
piling, also adwriting. ? care Printers’ Ink. 


ONCERNING TYPE—A inten of Every- 

J da —— for the Non-Printer Adver- 
tising } an; get “typewise”: 64 vp., 50c. postpaid, 
ag’ts wanted. A.S. CARNELL. 150 Nassau Sta N.Y. 


PHYSICIAN registered in lowa, JIl. and Mo., 
Al case taker and expert correspvndent. now 
working, wants position wae high rade vom- 
pen or specialist. * “DOCTOR,” care F. W, Len- 
off, 52 Dearborn St., Giuse 





PRINTERS’ INK. 
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ANTED—Position on circulation or in 

charge of Py on live dail: y Three 

ears with one of the ailies in the West. 

Vould like a change. pope ke Address 
“CIRCULATION,” care of Printers’ Ink. 


ANTED—Advertising Representative in 

Eastern poner « who can devote part of 
his time to well-established monthly publication 
of National circulation. THE TEA WNERS’ 
REVIEW, 308 Lewis | Bldg., Pi Pittsburg, Pa. 


MBITIOUS beginner (not not young, experienced- 
A otherwise), not afraid of work, desires good 
clerical position in adve ng office, with 
chance to master technical ride and work up into 
con seein. Address “RELIABLE,” care Print- 
ers’ 





VERY pte gy and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
ine. po oo ot any 
a in Ameri Sample copy 
tg ge MONTHLY, 815 Grand 


vertiser’s m 
edvertisis 
free, 

Ave., au City, M 


Wanted Advertising Man 


arrange for securing advertisements for large 
penny Souvenir Reeeame to be issued 
in the Fall. Address “W. 5., = Printers’ Ink. 


UCCESS#UL young ung editor and atvertiing 
manager, employed, desires position wit 
agency trade publication or gry ng de epee 
ment of paper. No ob ——, to trave: cel- 
lent references. erate and hard 
worker. Address HENRY AB MS, 991 Union 
Ave., New York City. 


ALE bam WANTED—Superinten 
t of Manufacturing 


Printing Department 
Plant in Mic . A well equipped o 
office, having compositors, five c tinder 8 oo | 
ing en- 


eleven jobbers. _ be capable o 
tire c , and of getting out proper amount 
of first-class work: at minimum cost. Give age, 
experience, references and salary expected. Ap- 
ply P. O. Box 426, New York City. 


Y YOGNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified co!- 
umns of PRINTERS’ INK, the business journal for 
aavertisers, Fae pene weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. |’RINT- 
RRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 


Baas MANAGER WANTED for a am 
plant, publishing afternoon daily, ¥ eekly 
and conducting general printing. Splendialy 
Sauippeds, vo three-story brick building 
Bot in good condition. Party mu-t 
pane | advertising and be good solicitor. 
This is a rare opportunity for one who wishes 
re home in thriving ard desirable town 





incorpo- 
poh. and right WOON tire buy interest. Address 
WALTER I. CO IN, Elizabeth City, N.C. 


ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ity for ready positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, hy graduate filis $8,000 - another 
$5,000. any number earn $1,500. The best 
Siothing adwriter in New York owes his suc- 
cess within a few oe to my teachings. De- 
mand exceeds supply. 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert, 55 Metropolitan Annex, New York. 
——_ +o 


MAIL ORDER. 


genes ADVERTISERS—Try house to 
bouse advertising; it wii! pay you big. Our 

men will deliver f ped circwars and catalogues 
direct to the mail-order buyer. You can reach 
ome who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are ina position to place advertisin 
matter in the hands of any desired class. 
DISTRIBUTORS’ DIRK: CTURY will be sent ‘ae 
of charge to advertisers who desire to make con- 
tracts a —, _ distributor. _ guaran- 
tee good orrespopdence solicited. 
NATION AL ADVE KRTISING. « CO, 00 Vakland 
Bank Building, Chicago. 
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SIGNS. 


Designs in Parafine Signs. Send for 
sample and prices. KNOXVILLE 
PRINTING & BOX CO., Knoxville, Tenn. 





DIRECTORY OF NOVELTY MANU- 
FACTURERS., 
GENTS wanted to sell ad _ novelties, 254 com. 
3 samples, 10c. J.C. KENYON. Uwego,N. Y. 
RYSTAL Paper Weights with your advertise- 
ment, $15 per 10. Catalog adv. novelties 
ST. LOUIS BUTTON CO.. St. Louis, Mo. 


free. 

Ww RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 

before the housewife and business man. THE 

WHITKHHAD & AG Cu., Newark, N. J. 

Branches in all large cities. 


FOR SALE. 


OR SALE-—A Fast Perfecting Printing Press. 

Outfit complete from motor to finish. Rapia 

work; 8 = Th ss, 8 20-inch cols., or 16 
pages 4 cols. F. J. SMITH CO., Portland, Me. 


) ad rears mar official Newspaper and Job 
“4 Plant in thriving Wisconsin city of 6,000 
population. Will sell outright or take partner. 
Address L, F, NOHL,18 Mack Bilk., Milwaukee, 


Wis, 
I O you covet the independence and content of 
the prosperous west publisher? A 50 
year-old weekly in a delightfui Southern Michi- 
gan city is for sale by an estate at a figure that 
will earn an ample dividend on your investmen! ; 
or can be leased for five years on terms that will 
guarantee a fair reward for your labor; leading 
= rin its field; has been a money-maker fo: 
| a century. “EXECUTOR,” care Printers’ 

nk. 





$1,500 IN SIX MONTHS 
$15,000 SPOT CASH 


OR 
$16,500 IN ALL 

Will buy good paying, fast grow- 
ing, well established afternoon and 
weekly, in best manufacturing city 
of 18,000 in the South. Town 
and papers up-to-date and pros- 
perous. Details on application. 
Inspection invited. 
Address “SOUTHERN SNAP,” 
care of Printers’ Ink. 
N. B.—Not in Yellow Fever section. 











———— 
ADDRESSES FOR SALE, 


et N. E. names; 4,°00 loaned for $1. 
DEAN BOWMAN, Mt. Sunapee, N. H. 


TEW LIST 6,500 taxpayers for 1996; center of 

cattle and sheep section of Texas. Arranged 

by postoffices and alphab: tical. Neatly printed 

ania ell bound. Price $3. THE STANDaRD, St. 
Angelo, Tex. 


Cre LETTERS NEVER OFFERED BE- 
FORE—ALL FROM SPANISH AMERICA. 

We will sell you copy of our Inquiry List. 
Many of them now our st customers; 700 
names, $7. INTERNATLONAL COMMERCIAL 
Co.,, 15-25 Whitehall St., Na Y. 


eee REMARKABLE NAMESeum 
FOR SALE. 


We have oofapiied for our personal use in 
the soliciting of subscriptions the name and 
address of every furmer in the Corn Belt 
who owns 20 head of cattle. The live stock 
farmer isthe progressive farmer, is the far- 
mer who money and the farmer who 
has many needs. We can furnish these 
names by counties or States—Ohio to Kan- 
sas. Write us for particulars. SUC- 
CESSFUL FARMING. Des Moines. Ia. 




















PRINTERS’ INK. 


ADVERTISING MEDIA, 
fPHE EVANGEL. 
Scranton. Pa 
Thirteenth year; 20c. agate line. 


Ase person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 











LEVEN physicians are getting rich in Troy, 

4 Ohio, The RECORD, only daily, is read by 
70 per cent of their victims High-class medical 
propositions accepted. Minimum rate, 4c., plates. 

POST CARDS, 
QAMPLES of post cards, post card half-tones 
and prices for printing them. Sent to those 
writing a letter of inquiry forthem. STANDAKD 
ENGRAVING CO., Photo-Engravers, New York, 
hl 
ADVERTISING AGENCIES. 


A. O’GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


NOLDEN GATE ADVERTISING CO., 3400-3402 
BJ Sixteenth st., San Francisco. Cal. 
MVHE G. L. IRELAND ADVERTISING AGENCY, 
Write for particulars of the Ireland Service. 
925 Chestnut Street, Philaaelpbia. 


A LBERT FRANK & CU., 25 Broad Street. N.Y. 

General Advertising Agents. Establisheu 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


he PAYS to advertise in Canada through us. 

No Agency is so well equipped tosuccessfuily 
place advertising to reach the large French- 
Canadian section. $6,000 will bring your goods 
before 6.000,000 Canadians. THE DESBARATS 
APVERTISING AGENCY. Ltd, Suite 60, Sov- 
ereign Bank Bldg., Montreal. 


J. H. LARIMORE 
Westerville, Ohio, 
ADVERTISING AGENT 


Advertisements written, illustrated, de- 
signed. placed—newspaper, magazine, out- 
door ard direct publicity. Printing, art, 
commercial, general advertising advice. 
Write me for plans and estimates. 


























TYPEWRITING. 


i Two copies of any MS., 
TYPEWRITING con and rgpen ghee 
100M 5, 835 Broadway, N. Y. 





—+o>_- 
POSTAGE STAMPS, 


NUSED U.S. or Can.; ship c.0.d. R. E. ORSER, 
Broker, 2404 Milwaukee Ave.. Chicago, Ill. 


U 


—_—+or—____—_- 
TYPEWRITTEN LETTERS. 


MITATION TYPEWRITTEN I.ETTERS—I oper- 
ate the largest plant in the world for the 
production of Circular Letters, and turn them 
out by the thousands or million in any style of 
typewriter type, furnishing Typewriter Kivbons 
exactly matching. Send for sampies and prices. 
You will wonder how it’s possible for me to pro- 
duce such perfect work at so lowa price. 
To printers and manufacturers operating their 
own plants Lam prepared to furnish Ink for cir- 
cular letter printing in ali colors—black, green, 
blue or purple, with Typewriter Ribbons exactly 
matching. Write for particulars. M. M. ROTBS- 
CHILD, Circular Letter Specialist, 96 Fifth Ave., 
Chicago. 





DISTRIBUTING. 


ISTRIBUTING was placed during the month 

f July in every town of any consequence 

in th@Southeast by the Bernard Advertising 

Service for four of the largest users of house to- 

house distributing in the U. 8. Write for esti- 

mate to CHAS. BERNARD, 1516 Tribune Builaing, 
Chicayo. 








L 
3 
; 
J 











ADDRESSING MACHINES AND FAC- 
SIMILE TY!PEWKITERS. 


UTO-ADDRESSEK—An office machine that 
A saves 90 per cent. Besides selling the 

AULO-ADDRESSER,” we make an IMITATION 
TY Piw RITTEN LeTTER and fill in the address 
so that it cannot be distinguished from the real. 
We do wrapping, folding, sealing, mailing, etc, 
Ask us. 

AUTO-ADDRESSER, 310 Broadway, N.Y. 
——— +o 


PATENTS. 

PATENTS that PROTECT 
Our 8 books for Inventors mailed on reco 
of 6 cts. stamps. R. Ss. & A oEY, 
Washington. D.C, Exatab. 1869 








PRINTERS’ INK. 








> 


CLASS PUBLICATIONS. 


20,000 Buyers 
of ($1,025,000,000 annually) 
Hardware, Housefurnishing 

Goods 


ete, 








Read every issue of the 
Hardware Dealers’ 
Magazine, 
Write tor rates. Speci- 


28. 
men Cupy mailed on re- 
quest, 








53 Broadway. N.Y. 








——— +2 
ILLUSTRATORS AND ILLUSTRATIONS 


Ae ERTISING Cuts for Retailers; good;cheap, 
HARPER ILLUS, SYNDICATE, ‘Columbus, O. 
——_+or—__—_ 


MAILING MACHINES. 


(te DICK MATCHLESS MAILER, RTM. 

and quickest. Price $12. F. J. VALENTIN 

Mfr., 178 Vermont St.. Butfalo, N. Y. 
rs 


SUPPLIES, 


OB TYPE—$1 font; list free; other material. 
@ KULSTNEK, 246 KE. 125th St., New Yors. 
“OTE HEADINGS of Bond Paper, 54x8% 
4 inches, with envelopes (laid p). 100 for 64¢.; 
250 for $1.10; 500 for $1.60; 1, tor $2.50; 2.000 for 
4.50: 5,000 for $11.00. Send for sampies MERIT 
KRESS, Bethlehem, Pa 


W D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St , New York, sell more mag- 
— cut inks than any other ink house in the 
trade. 

Special prices to cash buyers. 


| Be ee Manufacturers, Paperhangers 
Billposters—everybedy that uses paste try 
Bernard’s Cold Water Paste. Sample package 
by mail to any interested person. BERNARDS 
AGENCY, Tribune Building, Chicago. 
a 
HALF-TONES. 


ane copper half-tones, |-col.. $1: larger 
0c. ver in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio, 


J EWSPAPER HALF-TONES. 
4 2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered — cash accompanies the order. 
Sena for samp 
KNOXVILLE TENGRAVING CO., Knoxville, Tenn, 


if ALF-TONE or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more, 50c. each, Casn with order. 
newsmuper screens. Service day and night. 
Write for circulars. Keferences furnished, 
Roneuaper process-engraver. ?. OU. Box 815, 




















Philadelphia, ba 
PAPER, 
B BASSETT & SUTPHIN, 
45 Beekman st.. New_York Cit 


Coated paversa speciality. Diamond } Perfect 
White for high-grade catalogues. 


COIN CARDS. 


$35 PER 1,000, Less ror more; any printing. 
O THE COIN WRAPPER CO.. Detroit, Mich, 
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ADVERTISEMENT CONSTRUCTORS. 


WILL DO YOUR ADVERTISING for 20c. a 

week. Sen: forsamples. Retail Dry Goods 

at id General Merchants only. No postal cards. 
CLARENCE SOUSLUY, 201 tifth Ave., Chicago, 


i y Pays th h l 
ve DAVIS tie baie: I write rene. 
C rt) Pp Y 99 Ideas, advise, opinions, 


names, trnagemarks, slogans. 
SAMULL DAVIS, 500 5th Avenue, i 


‘“MR. BREUNINCER 


shows good sense in both text and dress, 

with an instinct for ‘hitting’ VITAL SbLL- 
ING POINTS” That's what the editor of Print- 
ers’ Ink says (p. 44. May 9th) about my work. 
Now. Mr. Advertiser, brush away all side issues 
and answer me this question: Do you want ad- 
vertising that SELLS GOODS—the kind that 
brings in ORDERS? Do you want ME to show 
YOU some of these ‘vital selling points!’ Sup- 
pose you write me a LETTER to-day, eh ! 

ALF. W. BREUNINGER. 
810-812 Cherry St., Philadelphia. 


D DO YOU EVER 

need aseries of really tactful business 4 
ters! Letters without a tinge of bombast, ‘‘bull- 
dozing” or begging in them! Letters that simply 
tella good. strong, probable story. after un in- 
peal self-respecting fashion that wing con- 
fidence from the man heartily sick of the other 
kind! Letters absolutely free from mere “hot 
air;” that tell their story FULLY and then sToP. 
I do not claim omniscience—do not even suspect 

myself of knowing all about anything—but Ido 
know a few things— EXCESSIVELY .for instance. 

I_ know that I constantly receive what are 
called “follow up letters” (often sent me without 
the least provocation). that are so downright re- 
= that they fairly fly into my waste paper 

asket, and I further know that Iam not alone 
1n this experience. 

From such cata as any one can furnish I fre- 
quently build Business Letters that receive the 
highest possible pretee -viz., they are paid for 
waaue complaint, 

Possibl Wet “be able to build some letters 
ag would suit you 

No. £8, FRANCIS I. MAUI, —_ 402 Sansom St.,Ph‘la. 


CARDS. 


OST CARDS of all very description are made by 

. us. Wesbip toal = Sone world. Par- 
ticulars on Eoauce UVENIR POST 
CARD CO., 1140 = , S. Y. 


PREMIUMS. 

MP HOUSANDS of suggestive premiums suitable 

for publishers and others from the foremost 
makers and an dealers in jewelry and 
kindred Te 6) ene list price illustrated 
catalogue. reatest book of its kind. 
Published ntl, 34th issue now ready ; free. 
8. F. MYERS CO., 47w. oe 49 Maiden Lane, N. Y. 





ADDRESSES WANTED. 


TREAT per fr. Sox othe, peorle. 
F. C. NICHOLS, Box 789, Goldfield, Nevada. 








MONEY MA MAILERS. 


ONEY MAILERS—$1.90 per M. Samples free. 
JVI KING KOIN KARRIER CO., Beverly, Mass. 





———__ + 
CARD INDEX SUPPLIES. 


ste CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price from the manufacturers. This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bldg., Phila. 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 

\ F print catalogues. booklets. circulars. adv. 

matter—all kinds, \\ rite for prices. THE 
BLAIR PTG. Cv,, 514 Main St.. Cincinnati, C. 
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BOOKS. 
EWSPAPER REPORTERS--Bright young 
men who know what news is and how to 
write it, send for booklet No. 6 about positions. 


FERNALD’S (estab, 1898), Springfield, Mass. 
6¢quatcn THE FARMEK” Is the greatest ad- 

vertising plan ever created to catch far- 
mer trade. Exclusive to one merchant in a 
town, $5. Sent only to retai] mercbants on five 
days’ peerecst, “No cure, no pay.” CLARENCE 
SOUSLEY, 201 Fiftn Ave., Chicago. 





(Successful Advertising. 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Dotiars. Address 


Printers’ Ink Publishing Co., 
10 Spruce St., New a 2 


nee | “aac 
ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stenci) aaaressing machine. A 

zard index system of addressing used by the 
largest vublishbers throughout the country. Sead 
for circulars We do addressing at low rates, 
WALLACE & CO.. 29 Murray St., New York, 
1319 Pontiac Blig., 358 Dearborn St., Chicago, Ill, 











PRINTERS’ INK. 


PUBLISHING at; pu OPPORTUNI- 
ES. 


PUBLISHER’S NOTICE. 

We are ready to invest in a good paying 
publication, provided we can obtain the printing 
of same. HiBBAKD BROS., 500 Fifth Ave.. New 
York (telephone 311 Bryant), or 152 Lake S8t., 
Chicago (1092 Main). 


Chase Journal opportunity 
In important undeveloped field; 

Has made money for years; 

Managed in an unprogressive ways 

Would respond to intelligent pus. bing 

And become the leading paper of its kind. 

Price based on its earnings. 000. 
EMERSON P. HAKRIS, 

Broker in Publishing Property, 
253 Broadway, New York. 
—_+r—_—_ 


TIN BOXES. 


[- you have an attractive. handy package you 
will sell more goods and get batter prices tor 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, ana preserve the 
contents, You can buy in one-half eross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charlies lesb Food. New-Skin, 
and, in fact. for most of the “big guns.” Rut we 
pay just as much attention to tue “little fellows.” 
Better send for our new illustrated catalog. It 
contains lots of valuable information, and is 
free. AM"RICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y._ The largest 
maker of TIN BOXES outside the Trust. 








——_—__+o>—__—_—— 
INSTRUCTION. 


ROOFREADING Les:ons in Advert‘sing and 
Newspaper Work—Personal instruction by a 
practical newspaper editor. Send $5 for ten les- 
sons by mail, DAILY WORLD, Bloomington, Ind, 





COIN MAILER. 


1 000 for $3. 10.000, $20. Any printing. Acme 
r Coin Carrier Co., Ft. Madison, la, 
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ALL FOR ME 


‘*I received your new sample book, also the inks 

I ordered from you, and am more than pleased with 

the results obtained from using them. 
that you will receive all of my future orders.”” 

—TRIBUNE, Crisfield, Md. 





| 


I assure you 





for my new sample book. 


L 








VERY MAIL brings me some sort of a testimonial, ranging in size 
from the three little words, ‘‘ Same as last,’ to the three or four 
page letter couched in the most flowery language. One of my com- 
petitors (a friendly one) met me on the street and, in talking over 

ink matters, the subject of testimonials was brought up. I claimed to have 
received more testimonials in twelve years than all of my competitors put 
together during their whole existence. He considered my claim rather 
broad, but would not dispute it, and wound up by saying that little picayune 
concerns giving testimonials never made any impression, I politely in- 
formed him that the word of the small consumer was just as good as his 
more fortunate competitor, and oftentimes was more sincere. I play no 
favorites. My terms are alike to all, and when the inks fail to satisfy the 
customer the money is refunded—also the transportation charges. Sen 





Address 
PRINTERS INK JONSON 
17 Spruce St., New York =— 


a 
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~ ment. 


BY GEORGE ETHRIDGE, 


CAITICISM OF COMMERCIAL ART 





The “how came you so” lady— 
or is it a gentleman?—with the 
long stemmed glass is not a par- 
ticularly attractive illustration for 
the Cook Champagne advertise- 
It means nothing in par- 
ticular, but that is a fault which 
would be overlooked if the draw. 
ing itself were of a character to 
attract favorable attention and 








Connoisears say: 

“Not only the best 
American champagne 
—but 


the best Champagne.” 





ETE: 
Nol 





















leave a pleasing impression upon 
the mind. This was a small ad- 
vertisement and in such a space 
an illustration like No. 2 would 
be far more effective and leave a 
champagne flavor in the mouth. 

x * * 

One of the little newspaper ad- 
vertisements of the Washington 
Life Insurance Company is im- 
mortalized here for fear that it 


PRINTERS’ INK. 


1 COMMERCIAL ART CRITICISM 


ear OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGE! 










33 UNION SQUARE, N.Y. 


MATTER SENT TO MR. ETHRIDGE. 


would otherwise escape. This ad- 
vertisement is typical of the 
series, and the series as a whole 





LUND 


SS 


NOTHING QUITE LIKE IT 


N22 


is one almost entirely without 
sense, meaning, rhyme or reason. 
Some of the ads seem to contain 
a faint, far-off glimmer of in- 











The Leopard and 
the Scrubbing Brush 


“My spots won’t run,” said the 
leopard, “They'll be on the run be- 
fore I get through with them,” 
answered the scrubbing brusn. We 
want to rub the hastening-after idea 
into your mind for safe-and-sure life 
insurance, 


The Washington Life Insurance Ca. 
Zohw Datlack, President 





telligence, but when such is the 
case the thought embodied is one 
which is far from exerting the 
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right sort of influence in favor of 
life insurance. 
* * * 

The Lowney’s Cocoa advertise- 
ment, shown here, occupies seven 
inches double column in the news- 
papers. It is mostly picture, but 
the picture is a good, strong, 
wholesome one, showing people 
who seem to be healthy and hap- 
py. and _ thoroughly enjoying 
Lowney’s Cocoa. A good picture 
of the package is also introduced 
in a .conspicuous manner. This 
advertisement is an excellent ex- 
ample of good newspaper display. 

















The copy is “rather brief and says 


nothing about Lowney’s Cocoa 
that has not been said hundreds 
of times for every other cocoa on 
the market, and in this respect it 
is susceptible of improvement. 
The Saturday Evening Post's 
appeals to boys are interesting to 
everybody, whether old or young. 
They are not only exceptionally 
strong and attractive in appear- 
ance butthey are intensely human. 
They are talks about real boys to 
real boys; and the fact that they 
are not only interesting but bring 
results, seems to me amply proved 


PRINTERS’ INK, 


itable globe, 





by the Thursday evening appear- 
ance, apparently all over the hab- 
of 81 swarms of ener- 


ILLIAM MALLORY is eight 
years old and lives inaGeorgia 
town of less than 15,000 people. 
Within eight months this cight 
_ year old boy made enough money 

IN SELLING 


THE SATURDAY 
EVENING POST: 


to buy himself a house and lot 


which bring him in nearly 


$100.00 a year rent. 




















Think about this you 
boys of 12 and 15 who io" 
complcin that you don't have enough spending 
money! You boys who can “do things,”” who want to, 
make money, who want to learn how to do business! 

We will pay you handsomely and at the 
We Want You .vintitipyoutetecome gro ne. 
men—good business men. f our boys make $15.00 a week. 
Think of what you could do with wo bales week! “¥ wonhan' take you 
Jong to get that camera, or bicycle, or horse, of even # house and oe 
wi POSTS fr 





to start.@ There are many prizes besides the reguler commissions — 
courses—and cash prises. If you ard 


camping parties, tours, college 
one of the boys wh» mean to succeed in life we want you to write us, 
The Curtis Publishing Compeny, 1728 Arch St., Phfladelphle, Pa. 














getic youngsters disposing of the 
Saturday Evening Post. 


The advertisement herewith is 
particular]; y good. 
* 
This Col lieve Weekly adver- 








$3,120,000 
sr rete Srp Masten Sever t 


WOW MUCH DO YOU REALLY KNOW ABOUT. 


v other wer 
tore men ot tan la” Amernn pleas 


come bo — rh Collier's bas the daings of the 
wold be same 

vi koow thet Giese ond B draw toe Colher’s—de 
oreo mate semana th EV ES 

BX : 

Exasorody for Callers? 

ad, aly, do ro Know th he 91.00 yonereers 
us. 



































tisement, occupying a full page in 
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current magazines, is reproduced 
as a splendid example of the in- 


telligent use of black and white Increase Your Sales 
and of well balanced display, USE 


— +o, 


A FourTH issue of American Art in > : 
Bronze and Iron has just been publish- Sil ve r wd reé 
ed by John omg on 556 West 
27th street, New ork. This hand- - e 
some business periodical shows fine for Tremiums 
half-tones of pieces cast by the com- 
pany for stairways and railings, and is 
sump'uous in its typographical dress. 
The previous issues were devoted re- 
spectively to bronze memorial tablets, 
bank counter screens and bronze sculp. 
ture. A prepaid reply card is sent 
with each copy mailed. The next issue 
will show bronze en‘rance doors. 

ter 


“Greater Salt Lake City’ is a hand- 
some booklet issued by the Tribune, of 
that crty, showing views of its public 
buildings, streets, business houses, fac- 
tories, etc. A hundred thousand copies 
are published in connection with the 
Manufacturers and Merchants’ Associa- 
tion of Salt Lake City. 


2. 


Merchandise News is a periodical of 


twenty-four pages issued by the Ely ¢ = . 
Walker Dry Goods Co., St. Louis. It | International Silver Co. 














Prices 











goes to retailers, and besides showing Factory ‘‘C," 
late goods carried by the house, has r : 
sales and advertising plans for the use Bridgeport, Conn. 





of merchants, 





The Pattern Publications—What They Are, 


The Pattern Publications are precisely what the name indicates-—- 
publications devoted exclusively to current styles in women’s dress. 

The Pattern Publications illustrate and describe The Ladies’ Home 
Journal Patterns, the superiority of which has been amply demonstrated. 

7he Pattern Publications have no other purpose than to supp’y 
information about the correct things in wearing apparel for women— 
no effort is made to have them cover any other field, and no_misleading 
claims are made as to their character. 

The Dry Goods Journal and Buyers’ Guide is the trade edition of 
The Pattern Publications—the means of communication between the 
manufacturers of The Ladies’ Home Journal Patterns and the sales- 
forces of the stores in which these patterns are sold. 

The Quarterly Style Book is a pictorial encyclopedia of styles—a 
pattern catalogue de /uxe—which illustrates by fine color designs and 
half-tone plates The Ladies’ Home Journal Patterns of the season, and 
describes them in a clear and practical way. 

The Monthly Style Book is the modern form of fashion sheet, with at- 
tractive covers in color, up-to-date illustrations and accurate descriptions 
—the fashion magazine of the merchantswho sell The Ladies’ Home J our- 
nal Patterns—in which from month to month are shown the new styles. 


: : will not carry advertisin 
The Pattern Publications that is competitive with the 
interests of the merchants who sell The Ladies’ Home Journal Patterns. 


THE HOME PATTERN COMPANY, 134 W. 25th St., New York, 
JEFFERSON THOMAS, Manager of Advertising. 
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FORTY YEARS. 
AN 
ADVERTISING| } : 

















ani 
che 
AGENT 
D0! 
abi 
the 
~ = " le clo 
BY GEORGE P. ROWELL gal 
as 
The Columbia (S C.) State, in its issue of May 6, 1906, says of this book: . ent 
While this is a book written primarily for newspaper men and for men who have = 
to do with the newspaper advertising business, either on or off the journals, it will be : 
found exceedingly interesting to every reader. It is brimming over with facts of a ext 
varied and generally valuable sort. The Index, which seems to have been prepared 
with great care, shows, at a glance, the fullness and variety of the information that 
the writer has collected in his volume of reminiscences. — 
Much wealth can be gathered in forty years, especially if one is associated with 
the newspaper world for that period, and can reap the harvest of a quiet and observ- 
ant eye. The author was the founder of the advertising agency of George P. Rowell sti 
& Co., and at its head for nearly half a century. In addition to this, he was the ill 
founder of Printers’ Ink and of Rowell’s American Newspaper Directory, and ga 
variously interested in advertising and newspaper affairs. He began the writing of an 
the papers that make up the book with no thought of their being gathered into a vol- te: 
ume ; but the series, after the first two numbers, was prepared with this end in view. ‘ 
To newspaper advertising and business men the book should prove of the we 
greatest utility and suggestiveness, Here they will find the details of the business wl 
explained from the genesis to the present perfection of each ‘‘ feature.’’ Take, for of 
instance, the ‘‘ patent inside,” the ‘‘ general agent,’’ the ‘‘ mail order journal,” the cli 
developing of the business of advertising itself, now almost an art, and the reader ap 
will find each treated with the fullness and adequateness he would naturally expect ar 
from such an experienced hand. eit 
at 
wl 
ca 
About 600 pages, 5x8, set in long primer, be 
with many half-tone portraits. Cloth and gold. re 
thi 
° ° . we 
Price $2.00 per copy, sent carriage paid { any | if 
address upon receipt of amount. do 
an 
ADDRESS he 
un 
PRINTERS’ INK PUBLISHING CO., st 
10 Spruce Street, New York City. ca 
a J im 
on 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas aor window 
cards or circuiars, and any other suggestions for bettering this departmen 








Cuas. KaurmMan & Bros., 
Makers of Men’s Fine Clothing, 
202-204 Market St., 

Cuicaco, Ill. 
Editor Ready Made Department: 

I herewith enclose you proof sheet 
of a series of advertisements which 1 
am running for our dealers throughout 
the United States. 

I have aimed at two things in this 
sopy—first to make them as short as 
possible without making them _ too 
abrupt, and second, to try to impress 
the consumer why he should wear our 
clothing, but still make the Kaufman 
garment an incidental feature, 

Your criticisms in PRINTERS’ INK, 
as to how far I have accomplished my 
endeavors will be appreciated, as I con- 
sider your department in this valuable 
magazine a court of the last resort. 

Appreciating any courtesy you may 
extend to me, I am, 

Very truly yours, 


Geo. L. Louis, Adv. Mgr. 





The ads referred to are all very 
strong in typography, being well 
illustrated and set with a nice re- 
gard for balance and harmony, 
and most of them are good in 


text. I believe, however, that 
many readers of the one below, 
while admitting the importance 


of being well dressed, will be in- 
clined to challenge the statement 
appearing at the head, for there 
are few of us who do not know, 
either personally or by reputation, 
at least one highly successful man 
who is and always has been a 
careless dresser. That is said to 
be true of Russel Sage; and the 
writer knows from observation 
that it is also true of Dold, the 
wealthy Buffalo packer. doubt 
if many business men will turn 
down, because of ill-fitting clothes, 
any man who is able to show that 
he has the right brand of brains 
under his hat. It seems to me 
that ads of this character might 
better harp on the importance of 
careful dressing as it affects first 
impressions, enlarging, of course, 
on their tendency to stick. The 





other ads of this series have been 
filed for further attention: 





“SHOW ME A 
DRESSED MAN 
SHOW YOU A NX 

who will not make a success in life.” 

Thus spoke a manufacturer who em- 

ploys over 800 men in one of our 

larger cities; he had just refused em- 
ployment to a young man who was 
wearing a badly fitting suit of clothes. 

Judging from the careless way he 
dressed, the employer did not think the 
applicant would be neat and careful 
enough to warrant hiring him. 

This shows the relation of your 
clothes to your business success, 

If you wear an accurate fitting, mod- 
erate priced Kaufman garment, double 
breasted sack suit, you will never be 
“turned down” on account of personal 
appearances, 


CARELESSLY 
wae I WILL 


$10 to $22.50. 

“This garment made and guaranteed 
by Chas. Kaufman & Bros., Chicago,” 
is the label that should be on the 
clothes you wear. It will mean you 
are a well-dressed man; it wil mean 
clothes satisfaction and economy. 





Here’s the thought exactly—just 
came across it in an ad of Perry 


& Co., in the Philadelphia Bul- 
letin: 

Up-to-date clothes give the wearer 
a high face value—permit him to pass 
current (so far as clothes are con- 
cerned) in any society or business 
circle. If he fails to make good— 
well, it’s up to him. The clothes have 


done all they can do for him. 





From the Lynn (Mass.) Daily Evening 
Item. 


What Do You 
Carry Your 
Lunch In? 


A pasteboard box, a piece 
of newspaper, or a music 
roll? 

Don’t you know it’s un- 
healthy to use these things, 
besides it doesn’t look nice. 

Get one of our neat little 
lunch bags with a washable 
lining—keep your food sweet 
and clean and the microbes 
out. 

Three sizes: 50¢., 60c., 70C. 


ALFRED CROSS & CO., 
21-23 Market St., 
Lynn, Mass. 




















44 PRINTERS? INK. 


Taunton, Mass. 
Editor Ready Made Department: 

I enclose you three ads which I wrote 
for the man I work for. Kindly knock 
these through your Ready Made De- 
partment and oblige. 

I am an I. C. S. stadent, and a read- 
er of your valuable paper, 

Yours truly, 
Harotp W. Davis, 
69 Cedar St. 





There is no occasion for any 
“knocking,” Mr, Davis; if every 
ad school graduate could do as 
well, it would be very much to the 
credit of ad schools. Your ad is 
good partly because it doesn’t at- 
tempt any typographical “stunts,” 
but principally because it uses 
commonplace, common sense 
English in talking about a com- 
monplace subject. It goes straight 
to the point, instead of starting 
off with an effusion on the arrival 
of beautiful Spring, “carpeting the 
earth with green,” etc., and grad- 
ually getting down to the clean- 
ing of carpets: 

CARPETS REALLY CLEANED, 
Not pounded and beaten a little, as 
on a line in the back yard, but thor- 
oughly steam cleaned and renovated in 
the best possible manner. This removes 
grease spots, kills all moths and carpet 
worms and makes the carpet bright and 
new. Carpets called for and delivered 
to all parts of the city without extra 
charge. Orders received by mail or 
telephone, or left at H. L. Davis Co.’s 
36 Main St., will receive careful and 
prompt attention. 

W 


. J. HENRY, 
49 Adams St., Telephone 294-13. 








Got Corset Talk—a_ Section from a 
Large Ad in the Covington (Tenn.) 
Leader. 


Latest Models in 


Best Corsets 
The R. & G. stands out 


prominently as THE graceful 
and comfortable corset. 
Some women get discouraged 
when buying a corset and 
think none was made for 
HER. The longer you wear 
a wrong one, the harder to 
get a right one—one to con- 
form to your figure. With 
the many styles we carry, 
there’s no need to wear a 
wrong one. There is an R. 
& G. corset in this store to 
fit and suit and serve you. 
Soon, too, for a new dress, 


J. H. FLIPPIN CO., 
Covington, Tenn. 

















Always Print the Firm Name and Ad. 
dress—the Telephone Number Alone 
Is Not Enough. From the Wash 
ington (Pa.) Record. 





The New Stetson 


Hats . 


AT THREE-FIFTY. 

Here and there, you find 
a man under a gray derby. 
Perhaps not yet, but soon 
you may have the courage. 
Then keep in mind that Stet- 
son’s Gris Argent is a con- 
servative gray derby—one 
which will be happy with a 
garment in any shade of 


gray. 

Whether the gray is to be, 
or not to be, does not matter 
—we have the series of 
spring Stetson blocks in 
black. You.can gather an 
impression of how big that 
series is, from this: ours is 
the only shop in town that 
affords all the new and 
standard models. 

Stetson Derbies, stiff and 
flexible conforming, $3.50 
to $8. 

Stetson Soft Hats, in dark 
or light shades, $3.50 to $12, 
SAKS & COMPANY, 
Broadway, 33d to 34th St., 
New York, 











Here’s a Hint For Somebody Else Who 
Sells Buttermilk and Wants to Sell 
More of it. From the Omaha (Neb.) 
World-Herald. 





Sanitary 
Buttermilk. 


We have had so many 
calls for pure buttermilk 
that we have decided to en- 
ter this field extensively. 
We have made special prep- 
arations for bottling and 
icing all of our buttermilk 
immediately after churning. 
As we churn every day the 
buttermilk is always Heng 
We are making a _ special 
price on buttermilk of a: 
per quart or 2 quarts for 
one 6c, milk ticket. 

Remember we deliver fresh 
milk, cream and buttermilk 
at your door every day. 
Call us up and we will send 
you one of our handy little 
bottle openers free. 


ALAMITO SANITARY 
DA 


2011 Farnam St., 
Omaha, Neh 
*Phone Douglas 411. 
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C. L. & THeEo. Berne, Jr, 
Hardware, Mantels, Tile, Grates, 
Stoves, Guns, China and 
Glassware. 

Houston, Texas. 
Editor Ready Made Department: 

We enclose two ads which we re- 
cently had displayed in the Houston 
Chronicle and the Houston Post. These 
“ads” were written by the writer, and 
as we do quite a lot of advertising we 
would appreciate your criticisms through 
Printers’ INK on the enclosed. Beg 
to say that the ‘ad’? which appeared in 
the Chronicle was not set up according 
to our instructions, and a copy was not 
furnished us to correct the errors which 
are blue penciled. ae 

Thanking you for your criticism, we 
are, Yours truly, 

Cc. L. & TneEo. Bertne, Jr., Inc., 

Theo. Bering, Jr. 





The ads are good because, in- 
stead of talking goods and prices 
in a general way, they show pic- 
tures of the goods and print the 
prices for different kinds and 
sizes. Cuts of such seasonable ar- 
ticles as screen doors, lawn 
mowers, ice cream freezers, gaso- 
line stoves and dinner sets are 
pretty sure to get attention now, 
and when, as in this case, they 
are followed by brief descriptions 
and “how much” there is pretty 
likely to be something doing in 
the way of business. The best of 
retail advertising, nowadays, for 
articles of every-day use, comes 
pretty close to being an illustrated 
price-list with just enough of de- 
scription to indicate the character 
and quality of each article. There 
is a growing tendency to cut out 
word-wasting, time-consuming, in- 
troductory talk, and get right 
down to “showing” and describ- 
ing the goods, 


Very Good. 


A Rightly 
Cooked Fish 


Is relished and easily di- 
gested even if you have the 
most delicate stomach. It’s 
easy to cook our fish right. 
It’s fresh to start with. 
That’s the main thing. The 
price comes next. To-day 
we are selling: Fresh Hali- 
but, 2lbs, 25¢. 

WILLIAMS BROS., 
Sellers of Sea Swimmers. 
215 Union Street, 
Lynn Mass, 




















Advertisers In This Line Will Have to 
Step Lively for Decoration Day 
Business. From the Washington 
CD. CC.) Star. 





Prepare the 
Cemetery Lot for 
Decoration Day. | 


We are showing many new 
designs in iron vases and 
settees for use in cemeteries, 
including the  self-watering 
reservoir vase, which is spe- 
cially adapted for this pur- 
pose. These vases require 
watering only every ten or 
fifteen days, the water re- 
maining in a reservoir di- 
rectly under the bowl, thus 
insuring perfect growth and 
longevity of the plants and 
an equal circulation of the 
moisture. 

Iron Reservoir Vases, $6 
up. Iron Vases, $3 up. Iron 
Settees, $9 up. 

We also carry a full line 
of Wire Hanging Baskets, 
Bouquet Holders, Watering 
Pots; in fact, everything 
needed for decorating the 
grave. 





MORSELL’S, 
Hardware Store, 
1105-7 Seventh St., 
Washington, D. C. 


| 
| 
| 





ee 





A Good Line of Talk, from the Balti. 
more (Md.) News. 


No, 2. 


Life insurance is to many 
a blessing, while it js to 
others a curse. The sudden 
acquisition of wealth by leg- 
acy often turns many a head 
and causes great harm after 
it has been wasted. A well 
selected trust company can 

of benefit in such cases, 
and often saves a man’s 
character as well as_ his 
purse, 

This company acts as ex- 
ecutor, administrator, trustee 
or guardian. Rents safe 
deposit boxes—$3 per year 
and upward. 


SECURITY STORAGE & 
TRUST CO 


13-19 North Ave., West. 
Baltimore, Md. 

Executive committee: 

Benj. F. Bennett, 

Joseph A. Bolgiano, 

John W. Lowe, 

Matthew C. Fenton. 
Henry S. King, President. 


I ————— 




















Quite a Strong One, from the Memphis 
(Tenn.) Commercial Appeal. I Think 
“You Can Open An Account With a 
Nickel” Would Have Made a Better 


Head. 


'It Don’t Take 
$1.00 to Start an 


Account. 


This bank encourages sav- 
ing by making it easy to 
start an account! If you are 
one of the men who want 
to save a little a: a time you 
can start an account here 
with 5c, and we issue you a 
bank book. 

When your account 
amounts to $1.50 we give 
you one of our remarkable 
cash register banks that adds 
in plain sight every nickel, 
cent, dime and quarter you 
deposit. This lets you see 
at all time just how much 
you have saved. 

We want to impress on 
you the fact that we wel- 
come the small depositor the 
same as the large one, and 
give the very same consider- 
ation to everyone—working- 
man or millionaire. Start 
that account to-day. 


CRESCENT SAVINGS 
BANK AND TRUST 
Co., 


91 North Main Street, 
Memphis, Tenn. 





An Ad That Tells Something About the 
the Price Range. 


Stetson Hat, With 
From the New York Times. 


Our Bible 


Window. 


More Bibles in it, prob- 
ably, than any spot of like 
size in this city, except upon 
our shelves, 

Oxford Bibles, Teachers’ 
Bibles, Nelson Bibles, Scho- 
lars’ Bibles, Bagster Bibles, 
Text Bibles, International 
Bible, Family Bibles. 

Bibles with print to suit 
all eyes, in bindings for 
every taste, with helps for 
all students, at prices fitting 
every purse. 


PILLOT’S BOOK AND 
STAT 





IONERY 
L ST ; 
409 Main Street, 
Houston, Texas, 
Send for Catalogues. 
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Well Ca‘culated to “Bear” the Cosmetic 


Market 
Popular Funct on. 
Good Advertising, 


and Establish a New and 
An Example of 
from the Phila- 


delphia Bulletin. 








Good Play For a Druggist to 


O 


“Beauty 


Luncheons” 
A noted British beauty, on 


the 


physician, has adopted the 
= of olive oil as a beauti- 
er. 


cf 
wh 


various ways. 
Commenting on 


me 


oil, 
porting life if taken alone, 
nevertheless lends itself to a 
diminished meat 
prevents waste of tissue. The 


warm, rosy complexion of 
the Italian and _ Sicilian 
women is due to the free 


use of olive oil as much as 


to 


their country.” 
But like the air, it must 


be 


can be purer than Lucca 
Cream Olive Oil, $3 gal. goc., 
S0C., 350, 8 
Absolute 
teed by government inspec- 


tion. Its quality is assured. 
MITCHELL, FLETCHER 
& iy 
Grocers, 


live Oil for 


advice of the King’s 


She also gave a series 
“Beauty Luncheons,” in 
ich olive oil was served in 


this a 


dical journal says: “Olive 
though incapable of sup- 


diet, as it 


the air and climate of 


pure olive oil. Nothing 


bottle. 


purity guaran- 





12th and Chestnut Streets, 


Philadelphia, Pa. 





Make. 


From the Hamilton (Can.)° Herald. 








F 


This store has always been 


no 
of 
of 


people in the city thought 
there were no_ preparations 
like the late 
These private formulas we 


sti 


cess and accuracy we have 
our Mr. 


wi 


ber of years, prepare them. 


special 
Bring them to us. 


wi 


get better results on account 


of 


their proper compounding. 


24% W. King St. ’Phone 31. 
| Hamilton, Can. 


amily Recipes. 


ted for its high: standard 
carefulness and the purity 
drugs used. Scores of 


Mr. Brierly’s. 


ll have, and to insure suc- 


Ralph, who was 
th Mr. Brierly for a num- 


Every household has some 
recipe of its own. 
The price 
ll_be right and you will 


the purity of drugs and 


H. A. CLEMENS, 
Chemist and Druggist. 
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COMMENDATION 


for Rowell’s American Newspaper Directory. 


Ft 


Joun SEBASTIAN, Passenger Traffic Manager of the 
Chicago, Rock Island and Pacific.— “The most reliable 
index to newspaper circulations which is obtainable.” 


HaMLin’s Wizarp Ort Co. — “The court of last 
resort.” 


Hayner Distittinc Co.—“The dest published.” 


CONNER, FENDLER & Co.—“Invaluable as a reference 
book.” 


R. E. SprouLe, Boston.—‘‘Far and away the best.” 


THE TARRANT Co., New York.—“We have learned to 
rely upon it for authentic information.” 


C. B. Cottrett & Sons Co.—“The most convenient, 
reliable and satisfactory.” 


J. G. Ham, or THE Centaur Co.—“Nearly perfect.” 


R. S. & A. B. Lacey, Washington.—More satisfactory 
than any other.” 

New York Epison Co.—‘Do not see how it could be 
bettered.” 


VIRGINIA-CAROLINA CHEMICAL Co.—‘‘Could not have 
gotten along without its faithful guidance.” 


Ready Novo 


The 1906 edition of Rowell’s American Newspaper 
Directory (1,500 pages, cloth anc gold) will be sent prepaid 
upon receipt of your check for $10. 





The Printers’ Ink Publishing Co., 


10. Spruce Street, -  - NEW YORK CITY. 
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Rowell’s American Newspaper Directory 
for 1906 is now ready for delivery; sub- 
scription price $f0. Will be sent carriage 
paid to any address on receipt of price. 





Work upon the revision for the year 1907 is now in hand. Pub- 
lishers who wish to furnish a circulation statement for the year 1906, 
to appear in the Directory for 1907, the 39th annual issue, will be in 
time if their report is received on or before February 15, 1907. 


The book for 1907 will be issued in May of that year. The sub- 
scription price will be $10, the same as heretofore. 


% * * 

The book will report the name of every paper or periodical, the’ 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of pages, the subscription price, 
the date of establishment, editor’s ped publisher’s names, and will 
accord a rating intended to make known its average issues for the 

receding year, to every paper or periodical believed to issue regu- 
fatly so many as 1,000 copies. For publishing such information 
there will not be, and never has been, any charge. 


% 3 

The publisher’s statement of what has been the number of copies 
rinted for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be ueeed to 
subscribers or sold to be read, ogee the total by the figures 
that indicate the number of separate editions, the result showing 

the average edition issued. 

On receipt of five two-cent poser stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, showing a form for making 
up such a statement of copies printed as will be certain to meet 
the Directory editor’s views, if Pupety filled in. 


If a publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a right toa free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. * * * 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will & inserted { page 
for $20, 14 page for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

° Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New York. 








